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WENTY percent down and eighteen months to pay—the 

new terms on major appliances as ordered by the Federal 
Reserve System, have met with general approval throughout 
the trade. 

Competition in installment terms, gone to such lengths as 
five years to pay, has ceased to be good business. The trade 
has been uneasy about these long terms for some time now, and 
welcomes the return to more prudent credit practices. 

The question is raised, however, in a number of retail quar- 
ters whether or not the twenty percent down payment may 
prove to be a barrier, especially now that sales effort is being 
directed toward the sale of higher priced special featured appli- 
ances. $30 or $40 down looks high to any dealer who has been 
getting only a fraction of such down payments. 

Whether this will prove to be the case or not, will depend in 
considerable part on the dealer’s ability to sell a prospect on the 
economy to the purchaser of acquiring a substantial equity in 
the product at the time the sale is made, and the further benefit 
to the purchaser of paying out a contract in eighteen months. 
Also important, and perhaps to a greater degree, is the ability 
of the working class purchaser to make such a down payment. 
For it is the working class purchaser—the labor group—who 
is buying appliances in present large volume. 

The middle class—white collared worker—is not benefitting to 
the same degree as the labor class, and the desire to purchase 
by the middle class is held back by the certainty of increased 
income taxes. But the working-man—the labor group—has 
today such a greatly enhanced income that a $30-down-payment 
is less of a problem than a $10-down-payment was only two 
years or more ago. These people have the money. They have 
cash in their pockets. They want electrical appliances and they 
want good ones. The dealer who sells them on the merits of his 
product will have to exercise only a little more persuasion and 
a little more argument to get the necessary money on the line. 

This goes equally for the farmer whose cash income is up 
and going still further up. Like the worker in industry, he needs 
the goods and he has the money. 


KEEP YOUR SHIRT ON— 


f seems a part of the Washington program to scare the lights 


out of everybody engaged in making and selling durable 


consumer goods. Mr. Henderson has been in the headlines now 


for months, with scare announcements of the heavy cuts in 
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production which must be taken. The result of this has been, 
naturally, a bad case of jitters; dire apprehensions of elimina- 
tion of dealers and distributors, men out of work in our trades, 
ved ink for the manufacturers. 

This writer has followed all of these developments closely, 
and would like to say that it ain’t necessarily so. 

The cuts so far threatened (there have been none yet, actually 
ordered) would hardly bring the unit volume of production 
below 1939 levels. Now 1939 was a good year for most of the 
appliance trade and if manufacturers can produce at or near 
1939 levels, there should be enough merchandise to maintain 
the distribution trades on a going basis. 

It is true that many dealers now profiting from present 
abnormal demands feel that to go back to 1939 volume would 
be an injury. To these dealers we want to point out that prices 
on an average are improving, more specialty type appliances 
being produced, on which higher margins prevail. Also, that 
appliance manufacturers, like other American business men, 
have always shown a great degree of ingenuity and flexibility 
in meeting difficult conditions and that while unit volume will 
undoubtedly be reduced, there should still be opportunity for 
living profits. 


HE article published in last month’s ELectricaL Mer- 
CHANDISING under the above head has brought forth 
widespread comment and interest. Dealing with the oppor- 
tunity that exists for service and repair of appliances now in 
the homes, this policy, fostered by utilities, is from many indica- 
tions going to grow and expand. An evidence of the trend is 
an announcement from the giant Consolidated Edison Company 
of New York, with many successful promotions to its credit, 
that the market for service and repairs is being studied and a 
program for cooperative dealer activity is in preparation. 
Many other utilities in many other cities are interested, and 
will undoubtediy take up this method of restoring appliances 
to use and keeping dealers’ service shops busy. 
Not only is the service program a source of present revenue 
for dealers, but lays a backlog of future customers for new 
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EVERY HOME 
RUNNING WATER 


AUTOMATIC “SCUM-FREE” RINSER 
»..that eliminates set tubs and 
all tub rinsing... makes clothes 
whiter—brighter—fluffy soft 


Now ABC Washer and Ironer dealers can demonstrate and 

sell a new method of fast and effortless washing that not only 

saves work and time and fabrics, but actually restores all the fresh 

beauty of original whites and colors. You can show how ABC-O-MATIC 

performs this magic on grimy work and play clothes as well as on linens, 

silks, and wools. Here is an automatic washer that really washes clothes 

and linens clean! A washer you can install in any home, with full con- 
fidence in its efficient, trouble-free performance. 


WASHES RINSES DRIES 9 ip. LOAD IN 7O MINUTES / 


ABC-O-MATIC Washes Better ABC-O-MATIC Triple Rinses Auto- ABC-O-MATIC Clean Wash... De- 
—Faster with Proved Agitator matically in Sprays and Bath of livered to Basket Damp Dried 
Action — ABC satin-smooth Flowing Water—Clothestravelthrough for Line — Dropped automatically 
plastic agitator provides maxi- latest pressure suds extractors to meet into waiting basket, clothes and 
mum turbulence of cleansing penetrating sprays of clean fresh water. linens washed and rinsed in ABC- 
suds with fop and bottom agita- Continuing through an immersion bath O-MATIC are unbelievably soft and 
tion. Proved most efficient for constantly skimmed clean of any scum _ fluffy when taken from the line. 
dissolving and removing dirt by fiushing overflow, they pass under Pure, snowy whites and _ vivid, 
and grime, and for gentler treat- another cleansing spray before emerg- brighter colors give final proof that 
ment to fabrics, fasteners and ing from the final damp-drying pres- here’s the best achievement in wash- 
buttons. sure rolls. ing speec’, ease, and cleanliness! 


From Hamper to Line in 1/4 The Time 


ALTORFER BROS. COMPANY © Peoria, Illinois 
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ROFITABLE 


Compact and easily movable, ABC-O-MATIC dealers can 
make home demonstrations easily and inexpensively. Need- 
ing no auxiliary equipment of any kind, ABC-O-MATIC 
is quickly attached to customers’ present water and drain 
connections. Now your prospects can see actual proof of 
better washing performance in their own home—-with their 


own clothes. 


ABC-O-MATIC installations are quick and 
inexpensive—ABC-O-MATIC operates just as efficiently, 
whether it is used as a portable unit in the kitchen or is 
permanently installed in the laundry room. Easily trans- 
ported on moving day, it is practical for apartment renters 


as well as home owners. 


ABC-O-MATIC saves on soap... water... 
electricity—Women readily understand the reasons for 
ABC-O-MATIC’s economy after seeing it in operation. 
Dealers and salesmen profit from the competitive advan- 


tages of this strong and clinching selling feature. 


ABC-O-MATIC satisfied users help make 
additional sales—Women using ABC-O-MATIC can’t 
help praising it to their friends. Its continued trouble-free 
performance...its whiter, cleaner washings...cause word-of- 


mouth advertising that is favorable instead of damning. 


Makers of ABC Household 
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The First Of A Series On Dealers Who Are Specializing 


Bulkin's regularly carry about 30 washers on the floor. Big displays create sales, Bulkin 
says, and give the prospect plenty to choose from. 


YOU MIGHT AS WELL SELL THE BEST 


Both the customer and the dealer suffer if you 
push cheap merchandise, says Henry Bulkin of 
Jamaica, L. |. and gives seven good rules for 
selling higher-priced washing machines 


By Laurence Wray 


HERE’s no special trick to 
selling people higher-priced 
washing machines,” says 
Henry Bulkin of Jamaica, Long Island, 
N. Y. “When they are buying some- 
thing for the home, they inevitably 
want the best they can afford. They 
know that cheap merchandise is not 
the best merchandise. So it all boils 
down to demonstrating that the higher- 
priced machine is the best machine 
and then showing them that they can 
afford it.” 

Henry Bulkin should know. In 20 
years of selling electrical appliances 
and radio in the backyard of New 
York City, he has rung all the changes 
on the specialty selling business. A 
mild, soft-spoken man, he manages to 
operate a volume business in what 
is probably the most competitive mar- 
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ket in America. From his store-front 
you could throw a stone in any direc- 
tion and hit a store doing. some kind 
of appliance business. And price, in 
most instances, is the final sales argu- 
ment. Yet Bulkin’s reputation, both 
in his neighborhood and with the trade, 
is based on selling quality merchan- 
dise, at a profit, and maintaining an 
unusually high average in dollars. 
Right now, Mr. Bulkin says, with 
possible shortages looming in major 
appliances—a situation which the gen- 
eral public seem to be remarkably well 
aware of—some of the chiseling and 
dog-eat-dog practices of the Tough 
Times Era seem to be leveling off. 
When the discount harpies, the “I can 
get it for you wholesale” ghouls and 
the uninspired run-of-the-mine variety 
of chiselers find themselves yelping at 


A big agitator helps the prospect sell themselves on a higher-priced machine at Bul 
This is part of the visual selling method employed to sell better merchandise 


Henry Bulkin has been selling appliances 
for 20 years at Jamaica, L. |., N. Y. 


empty shelves, it becomes a lot easier 
to look the prospective discount seeker 
in the eye and say “That’s the price— 
take it or leave it.” So says Henry 
Bulkin. 

Not that he hasn’t had to compro- 
mise a bit here and there. Like all 
smart merchants, he has been willing 
to shade his profit a trifle if that was 
the deciding factor in the sale. But 
to put it in his own words: 
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In High Bracket Mercha 
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“We don’t sell merchandise just 
the sake of selling it.” 


Seven Rules for Selling U 


Bulkin sticks pretty close to s 
rules for selling higher-priced wash 
Three of them have to do with 
machine itself and four might be 
to be supplementary business nm 
First as to the machine: 

1. Demonstrated savings. fF 
patient questioning, Bulkin has elic 
the information that average lau" 
charges for most of his prospects 4 
between $3 and $5 a month. 7 
are rarely under $3 and, as in the 
of a larger family may run as higi 
$10. Rule of thumb argument 
uses is that a good brand, qua 
washer will last anywhere from 1) 
15 years, will cost the prospect a 
$10 a year for amortization and of 
ating costs. There is a demonstra 
savings in dollars. A cheaper wa: 
will not stand up in the same wa 
higher-priced machine would, th 
fore, to get the benefit of the | 
term savings the better machin 


indicated. your 

2. Cleaner wash. The Bulkin sag to 
men don’t go into lengthy techngg 
explanations with their prospects ™ tha 
of whom are foreign born. Tg’ th 
make the point that a larger tub gj‘ 
pacity makes for a cleaner wash 9% Wa 
the simple reason that most pe 1] 
load the tub to capacity and are! 


liable to cram a big tub than a s# 
one. With a demonstration runt! 
(Please turn to page 6) 
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HEN you go to a dentist 
and open up your trap and 
he gets busy with his tools 
rill a tooth, what do you tell 
to fill it with? Cement, roofing 
plaster of paris—or gold? The 
ver, mighty quick, is gold, because 
te going to live with that tooth 
yours a mighty long time and 


Bulkin sag to do your chomping on nothing 
thy techni the best. 

ospects mim that’s the answer of people who 
born. Tio the dentist, why shouldn’t it be 
rger tub @ ‘thinking of folks about to buy a 
ier wash # Washing machine? Next to my- 
most like BVD’s best,-says the ad, 
and are @™@ the clothes you wear are about 


than a su@™€rsonal as your dental plate. 


ion runniq@' all adds up to the fact that people 
ge 6 P buy washing machines don’t go 

‘ring down the street that they 
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Soft spoken Paul and Clyde Calvert are away up in the ranks among 
Maytag salesmen. 


FE SUGAR ON YOUR BREAD AND BUTTER 


Calvert Brothers think it rather silly not to 
go after the best kind of washer business 


By Tom Blackburn 


must have something at $49.95, Paul 
and Clyde Calvert reasoned out down 
at Joliet, Ill. For the public has 
more sense than the ads that hammer 
at it and know that’ the purchase of a 
good washing machine is an import- 
ant event in the family’s life. 

This is the brief story of how the 
Calvert brothers and their salesmen 
get so much sugar for their bread, 
and before we tell how they do it, we 
have to give you a piece of their 
thinking that led them to try in the 
first place. 

Joliet is a town of 42,325 people, 
and boasts of having the state peni- 
tentiary among its assets, which gives 
you a good idea that it is not a place 
where the creme de la creme walk 
around in their tall silk hats and 
ermine wraps. It is a working man’s 
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going his own way. 


spread of profit. 


IT’S NOT THE NUMBERS SOLD, 
IT'S THE SPREAD THAT COUNTS 


F we learned anything from World War |, it is that the link 
| that binds dealer to manufacturer must not be allowed to 
break. Let a shortage of merchandise separate the two, 
even for a few months, and the result is divorce, with each 


Obviously, if the number of units to be had is reduced, the 
thing to do is to sell higher priced washers, which give a better 


This policy will keep a line profitable to a dealer. 

To accomplish this we must go back to specialty selling, a 
trade that we have grown rusty on during a decade of $49 
washers and “shall | wrap it up so you can take it with you" 
salestalk. The public must be made to realize that the higher 
ticket washers are good investments and have longer lives. 

As a start to brushing up in the half forgotten art of spe- 
cialty washer selling, Electrical Merchandising starts a series of 
analyses of the technique of men who are doing a top drawer 
cialty washer selling, Electrical Merchandising starts a series of 
you will glean some angles that deliver the goods. 


An oil can will open the door anywhere 

for service man Mike Ruzen. And that's 

one way of getting a line on new pros- 
pects from users. 


town where a $25 a week pay en- 
velope is opened by a grimy paw 
more often than not. Yet in a city 
of this sort Calvert Brothers have 
proved bright shining stars in selling 
top model Maytags. From an eco- 
nomic outlook the firm is like an old 
baseball pitcher who has nothing but 
a glove and a prayer. From an esprit 
de corps standpoint the outfit is as 
peppy as the Seventh Cavalry cross- 
ing a wooden bridge at full gallop. 

Some ten years ago the Calvert 
boys hung up their hats in Joliet and 
started selling Maytags. Incidentally, 
they say the first five years were the 
hardest, before they got a backlog of 
users. 

Now aside from the fact that we 
will report that they have a pretty 
good corner location, right off the 


Wrong way of approach. Hat on, tie 
neat, and of all things, a fortfolio— 
that's the way that scares Joliet folk. 


main shopping district and pick up 
some fifty sales a year from walk-in 
business, we will proceed to discuss 
the technique of Paul and Clyde Cal- 
vert in their soft spoken way of sell- 
ing washers. 

To begin with, it may be said that 
neither lad likes to have to open a 
window in order to throw out his 
chest. They prefer to breathe their 
air outside of the store. Both of them 
take their turn rolling about Joliet 
and environs on top of a truck that 
is loaded with washers. Paul sails 
about with his collar open, his tie 
dangling and the eager breezes nip- 
ping his Adams apple. If you were 
to get your glimmers on him you 
would say he is a nice boy who car- 
ries a full dinner pail down to the 

(Please turn to next page) 
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You Might As Well Sell The Best 


to see that 
the large 

clothes to swirl about and 
the pressure of the wate 
through them. Another trick, when 
talking about cleaner wash is to point 
out the size of the agitator. While 
a small agitator may do an efficient 
wash, the literal-minded prospect read- 
ily grasps the idea that a big agitator 
really stirs things up. Incidentally, 
the wash argument and the 
larger tub is compared to buying too 
small a capacity in a refrigerator. The 
box looks when the shelves 
are empty than when they are crammed 


1 tor the 
there is plenty of 
tub for the 
submit to 


easy prospect 


Toon) m 


cleaner 


bigger 


with food. 
3. Safety and convenience. The 
safety features of the higher-priced 


washers—the wringer being the best 
example—are emphasized as is the 
suction pump and other features which 
the higher-priced machines possess. 
Other features, such as built in heat- 
ing units to maintain the water tem- 
perature, dials to select the proper 
washing action and others are talked 
up. 


Over-All Factors in Selling Up 


4. No price advertising. In the 
competitive market in which they do 
business, Mr. Bulkin says, there would 
be little point in a dealer attempting 
to compete for advertising attention 


with big chains like Davega and the 
Vim stores, to say nothing of the 
department stores. Inasmuch as the 


washing machine has a large public 
acceptance, the only thing to be gained 
would be to feature price or call atten- 
tion to your place of business. The 
big boys feature price continually—so 
that’s out unless you are trying to 
compete with them on a price basis 
which Bulkin’s definitely is not. And 
the cost of display advertising to tell 
people you are in business is pro- 
hibitive—especially when you have 
been in and around your present loca- 
tion for many years and have built up 
a solid clientele of satisfied customers. 
And se the only advertising put out by 
the Bulkin business is direct mail to 
his own customer list about four times 
a year. This serves, he to call 
attention to new developments in the 


Says, 


held and keeps his name before his 
customers 

5. Big display. Bulkin was origi- 
nally a radio dealer. When the re- 
frigeration boom — he went into 
that—and is still at it. A few years 
ago, he decided hn try washing ma- 


chines and put three or four of them 
on the floor. Despite attempts to sell. 
nothing happened and, in disgust, he 
decided to leave washers to the other 


feliow. A year or so later, he read 
in ELectrRicAL MERCHANDISING that 
washers were selling nationally in 


almost the 


same volume as refriger- 
ators on which he was doing a big 
business. A little more analysis re- 
vealed that he was selling a lot of 
refrigerators because his place looked 
like refrigerator headquarters. The 
place was jam-packed with ’em. Tak- 


ing a deep breath, he ordered 50 wash- 
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ers, lined the refrigerators up against 
the wall and filled the entire center 
of the store with the washers. Busi- 


ness immediately began to pick up. 
Today, he is a firm believer in big 
display with a lot of variety for the 
customer to choose from. 

6. Salesmen's compensation.  Bul- 
kin’s maintains no outside selling 
force. One man follows up store 


leads on the outside and he, like the 
rest of the salesmen are paid on a 
straight salary plus commission basis. 
“When a salesman has to depend for 
his entire livelihood on commissions,” 
Mr. Bulkin says “He will go to any 
length to close a sale. If a prospect, 
with a little persuasion and the proper 
sales arguments can be induced to buy 
(for his own good!) a $99.50 washer 
instead of a 


$49.50 washer, we are 
that much better off. Under the com- 
mission method of paying salesmen, 


the fellow was so anxious to get the 
name on the dotted line, he would 
quickly give in to the customer’s price 
complex in order to chalk up a sale. 
Now the men, with a regular weekly 
salary to keep the wolf from the door, 
take a pride in selling the customer 
the best merchandise.” 

7. Installment terms. Last, but de- 
cidedly not least of the Bulkin rules 
for selling up to the higher brackets 
on washers, is the matter of installment 
terms. Up to the present time, he 
has been able to get an average of 
10 per cent on the down payment and 
has stretched the paper out to a maxi- 
mum of 36 months. To the price- 
minded customer—the prospect with a 
$39.50 to $49.50 fixation on washer 
prices—the demonstration and _ sales 
argument comes first on the quality 
machine. This in itself, Bulkin says 
is sufficient in the majority of cases 
to turn the trick. But there are the 
stubborn buyers who, while actually 
wanting the better machine, still feel 
that a cheaper model will fill the bill. 

The old argument is used that the 
down payment will only be slightly in- 
creased and that the regular install- 
ments will remain the same—a few 
more months will be required to com- 
plete the contract or, the difference 
between $4 and $6 in the monthly 
payment. 


The New Rulings on Terms 


Granted, then, that installment terms 
can be a powerful aid to selling quality 
mechandise. What effect would the 
new ruling on installment terms, de- 
signed to discourage consumer buy- 
ing, have on business? The new 
terms are 20 per cent down and 
maximum of 18 months to pay on 
washers. 

“They are okay with us,” says 
Henry Bulkin. “As long as the terms 
are uniform and the public are made 
well aware of them, we have no com- 
plaint to make. Competition in this 
business is based on prices, trade-in 
allowances and the terms of the con- 
tract. You can get just as much 
competition on the basis of terms as 
run-away trade-in allowances or cata- 


TANCES 
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Bulkin's windows show a big variety of appliances. 


log house price schedules. To my 
mind, 36 months is too long a period 
for a contract to run, anyway, but 
when your competitors are offering 
such terms you have to toe the mark. 
With all terms uniform, we are in 
as good a position—or better—than 
our competitors. Better, actually, be- 
cause we have tried to avoid the ex- 
tremes of price and terms.” 


The Lone Washer 


What might be termed a bit of 
psychological selling, insofar as the 
higher-priced washers are concerned, 
is the fact that one $39.50 washer is 
kept on display near the entrance to 
the store and has remained there for 
two years. 

“I’m getting sick of the sight of it 
myself,” smiled Bulkin, “but sur- 
rounded as we are with price adver- 
tising, the prospect who comes in to 
look at a $39.50 washer is shown this 
cheap floor model. It has been used 
for demontrations, of course, and most 
people think it is a used model because 
of its shop-worn appearance. When 
we tell them that it is new, except 
for being on the floor for some time, 


their opinion about the value inh 
in a $39.50 machine undergoes a ; 
change. It’s a simple matter the: 
lead them over to the $79.50 to 3% 
machines and begin your sales tal 
No believer single lines 
though he does his biggest jo! 
Apex, the Bulkin establishment hou 
no less than seven diffierent make: 
washers—Apex, Easy, Maytag, Th 
ABC, General Electric and Bend 
Ironers have not sold in the same : 
as washers so he carries three mak 


Apex, Easy and Maytag. Refrig 
ators comprise General Elect 
Frigidaire and Kelvinator. Incide: 


business is done on Chambers 

ranges, radio, Eureka cleaners. Stric 
a major appliance operation, no ( 
play is given small appliances. B 
kin’s is one of Rex Cole’s authoriz 
dealers on General Electric Equipr 

and participates in the Consolidat 
Edison’s campaigns as a cooperat 
dealer. 

His chief enthusiasms are wash 
and refrigerators and when better : 
chines are made, Henry Bulkin « 
be in there selling them—and let ' 
devil take the cheap stuff. 


Sugar On Your Bread and Butter 


widget iactory daily. For he fits 
physically, right into the makeup of 
the folks who earn $25 a week. He 
is not out of character when he 
presses the doorbell and says to the 
querulous housewife, “How’s that 
washing machine of yours working?” 

This opener gets him a quick reply 
as to the health of the machine on 
the premises. He leads on with an 
express desire to have a look at the 
old machine and if it is ailing he 
usually gets it since he looks so much 
like a service man. 

If he doesn’t get into the house 
he has a talk with the housewife at 
the screen door. If she is under 35 
and looks amenable to reason, he will 
yank a package of Chesterfields out 
of his shirt pocket, push one forward 
and say to the housewife, “Have a 
cigarette ?” 
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Now a question like that is 
insulting to a woman of 35 or 
and he works on a basis that a g" 
many housewives sneak a smoke ' 
and then and are chronically ou 
fags. Business men don’t know ! 
wives buy their cigarettes at 
grocery stores and are always get! 
caught short when they need a 
At any rate, it’s the greatest 
door-opener he has and once 
sit down to a smoke and _ heat 
housewife’s story. 

“We operate on a basis of put! 
loaners out to people who are hk 
prospects,” 
CHANDISING. 


trated by a baseball description. + 

batter always wants to hit a pit’ 

ball before the ‘curve’ breaks. \\" 
(Please turn to page 58 
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he told Exectrica:. \! 
“The theory that ' 
behind this action can best be '" 
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GEORGE A. HUGHES 


Discrimination 


requirements to the stove industry as 


a whole. 


Two alternatives were suggested by 
Mr. Hughes as means of eliminating 
the apparent discrimination against 
electric stoves: (1) that the clause 
in question be changed to read: 
“Electric table appliances of the type 
used for household cooking, warming, 
or keeping warm, food or beverages 
for consumption on the premises”; or, 
(2) that a much lower tax on all cook 
stoves replace the 10% tax on electric 
cook stoves. He pointed out that the 
latter course could materially increase 
revenue from the bill without imposing 
unfair burdens on individual manu- 
facturers and the buying public. 


Proposed excise selects electric ranges and 


water heaters for tax, exempts gas equipment. 


which do not have city gas. Should 
these homes be penalized, compared 
with their urban cousins ?” 

He referred specifically to those 
twenty cities where the Committee 
Senators have their homes, three of 
which have no city gas, and in all of 


which the cost of electric cooking is 
low. 

Mr. Hughes called attention to the 
fact that the entire rural electrification 
program would be handicapped by a 
discriminatory tax on electric ranges 
and water heaters. 


Comparison of Cooking Stove and Range Values 


Based on 


1939 Census 


of Manufactures 


ilue inher "O88? pioneer, challenges Senate In connection with that section of Per Unit 
goes a shd committee on unfair tax proposal the bill applying to electric water Number Value Value 
tter ther heaters, Mr. Hughes said: “If it is ids or 
50 to om ESTIFYING before the Senate necessary to produce revenue from ElectricHousehold Ranges (2% kw and over) 237,128 $16,181,782 $68.24 
sales iy Finance Committee regarding taxing household hot water supply a Stoves and Ranges 
the proposed Excise Tax Bill systems or appliances, then please Gus 633,151 20,069,912 31.70 
zest job MPR >417), George A. Hughes, Chair- apply the same percentage of tax to K 1,500,319* 63,724,354 42.47 
ment Of the Board of the Hotpoint all kinds.” He pointed out that dis- 
‘nt makes MPany. pointed out what appears  criminatory tax on electric water 
aytag, Th be unintentional discrimination heaters would provide the Govern- Combination-Coal, Wood & Ges... 
and Benampst electric stoves in that section ment with only little more than 4 of TOTAL NON-ELECTRIC 3,399,589 $107.946.985 $31.89 
e same he bill covering electric appli- the total revenue available from an he 972, 1946; 
ree make: and against electric water heat- equal tax applying to all water heaters. TOTAL ELECTRIC & NON-ELECTRIC... 3,629,717 $124,198,767 $34.20 
mentioned specifically in the bill. He explained to the Committee that 
Flea Hughes suggested that the electric water heaters are no more a 
Incidesmsmen of the bill, having referred luxury device than are other forms of 
ambers e 1939 census of manufactures, water heating apparatus, and showed 1940 Estimated at 30% above 1939 
iers. Str Without realizing it, included cer- how their safe, efficient and low cost ($124,128,767 + 1.3 =)....... $161,360,000 
ion, no dp necessary items of electric equip- operation make them a practical 
s authorial (lectric appliances.” He asked that Mr. Hughes showed further that "Gasoline campstoves: number 121,066 value $314,751. 
. Equip ntended bill be clarified to show — the bill as now drafted discriminates **Approx.—no date available on number with value of $192,697 20 number not included. 
Consolidammtiter it is intended to put a tax against the public welfare. He said: 
-oonera¥l 2] cook stoves, regardless of the “For example, I believe you will be 
a they use. He added that the Office interested to know there are over 83 Comparison of Domestic Water Heater Values 
are wash iVilian Supply is applying their million homes wired for electricity Based on 1939 Census of Manufactures 
n better : Per Unit 
Number Value Value 
SUMMARY OF BRIEF on Proposed Excise Tax on Electric Cook Stoves woter Lester 
Presented to Senate Finance Committee by Geo. A. Hughes, 58.091 1.597.910 
Chairman Edison General Electric Appliance Co., Chicago. Coal & Wood (without storage tanks)... . . . 251,933 1,759,419 
Proposed tax on electric ranges and water heaters only, is a discrimination. ee eee a 
Electric range and water heaters are necessities, not luxuries. 309,324 3,357,329 $10.85 
Electric ranges only 13% of total value of ranges produced. Electric water heater Gas (with storage tanks).................. 462,184 13,850,911 29.97 
only 13.7% of total value of all water heaters. : 
Proposed 10% tax on electric ranges could be obtained by 1'/4%/ tax on all ranges. Gas (without storage tanks)........... 356,959** 2,226,515 6.24 
that roposed tax would be unfair to 
35 or 2. 8'/2 million homes wired for electricity without gas available. 619,143 16,236,888 19.82 
that a gr b. people of 15 states where electric ranges are used nearly as widely as gas Kerosene and Distillate (pot, wick & wick- 
smoke ! ranges—especially in small towns, where average cost to operate is from $1 less—storage tanks?)***............... 70,939 1,484,910 20.93 
cally out to $3.25 monthly. ——— 
ory c. farms, many of which cannot obtain gas. TOTAL NON-ELECTRIC****....... 1,199,406 $21,079,127 $17.57 
tes at J Use of electric ranges should be encouraged in time of national emergency TOTAL ELECTRIC & NON-ELECTRIC 1,281,147 $24,418,662 $19.06 
vays gett because RATIO ELECTRIC & NON-ELEC- 
ed a si a. they save time and labor, conserve vitamins in foods, are safe, clean and | ae BS. Ree 6.8% 16.0% 
eatest economical. RATIO ELECTRIC TO TOTAL... 6.4 13.7% 
nce in b. use less steel and iron by weight than other types of stoves. “Side orm ot incloded 
id hear! c. conserve transportation facilities—40% use electricity generated by water value of $113,891. 
power, thus saving hauling other fuels. **Approx.—no data ay oon ty ha of $159,462, so number not included. 
tooth \iq UPply of hot water is necessary to health in homes and farms especially dairy of labor necessary to assemble or install on premises. 
y “a Taxing electric water heaters would be discrimination against farms and would TOTAL ELECTRIC DOMESTIC CUSTOMERS. ..... 25,600,000 
ston, A Mterfere with Rural Electrification program. TOTAL GAS DOMESTIC CUSTOMERS.......... 16,900,090 
A a pitt Electric commercial cooking and baking equipment should not be taxed unless DIFFERENCE (wired homes without gas)......... 8,600,000 
aks. W? similar equipment using other fuels also is taxed. 
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EWING suggests to you old 
codgers the days when under- 
wear was made out of flour 
sacks. It calls to mind the story of 
the bashful swain in the Gay Nineties 
who was too timid to propose to his 
girl friend. He took her sleigh rid- 
ing one snowy night. Striking a hid- 
den log the sleigh upset, the girl 
friend plummeted foremost into a drift 
When the bashful boy friend went 
to rescue his would-be fiancee waving 
about upended in the drift he saw 
blazed across her posterior extremity. 
“Eventually, why not now?” Thus 
encouraged the lad is said to have 
popped the question 
“Eventually, why not now?” is a 
question that may be asked of any 
electrical dealer who is thinking of 
stocking sewing machines. For with 
the war we are swinging into a period 


* 


Free classes for machine owners—old or new, see article—are the 


heart of sewing machine business. 


of home dressmaking just as surely as 
God makes little apples. 

It was pointed out at the recent 
meeting of the Home Economics As- 
sociation in Chicago that the price of 
clothing in America, on the downward 
trend for twenty years, is surging up- 
ward because of the war. Jean War- 
ren, clothing specialist for the United 
States Department of Agriculture, 
said that ready-to-wear garments will 
rise in price more than yard goods. 
She declared that during the World 
War clothing prices rose more than 
general cost of living or any other 
component of the cost of living index. 
The 1920 price was three times the 
1913 price. In World War II, prices 
have increased 30 percent in England, 
25 percent in Canada, and 20 percent 
in the United States. The price of 
wool, which shot up 300 percent be- 
tween 1914 and 1918, has gone up 23 
percent in the last year. 

“Americans,” she said, “will have 
to start buying clothes they can wear 
for a long time, use simple patterns 
and again learn how to operate a sew- 
ing machine at home.” 

Which brings up the question as to 
why electrical dealers do not sell sew- 
ing machines. It’s surely a case of 
“Eventually, why not now?” to 
paraphrase the motto on the flour sack 
underwear. 

In a dozen towns this spring ELec- 
TRICAL MERCHANDISING asked deal- 
ers this question, and invariably re- 
ceived the reply, “Why, brother, I 
can’t thread a needle. How do you 
expect me to have sense enough to sell 
a sewing machine?” Because C. Topp 
of the Meyer Music Company in Hol- 
land, Michigan, has run the volume of 
sewing machine business (White) up 
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Mr 
The store furnishes materials. ha: 
from $3,500 in 1934 to $14,000 in 1m EP" 
it seemed that he was a pretty go oe 
man to talk to about the trials ad 
e 


tribulations of selling this device. , 
“When I was a kid,” said Mr. Tog?" 


“T came of a family of all boys. Natv : 


ally we all had to lick in and help off, 
mother and she showed us how to ; l-orde 
simple patches on a pair of den de 
britches. I liked running a 
machine, even the treadle-ty) 
and one time, for the hell of it, It bet 
a pattern, cut out a simple dress aq 14 he 
made it. It was a lot of fun, like pf... 
ting a jigsaw puzzle together and 
would advise anybody who is goit i 
to sell sewing machines to try th r; 
stunt. If you could join our sewit 
class I’d guarantee that you would ag 
able to know all about a machine it v 
very few days. 
“Teaching anyone to sew on a sei 5 
ing machine is much like coachiq 
football. If you should go over to th 7 
University of Michigan you would « - 
a line coach teaching the boys how! 4 
block and charge, the back field com”. 
teaching them how to punt, someboé i 
else instructing on passing. You wor 
on the details first and then put the 1 
together, and you have a football teat <a 
It’s the same way with sewing. Lea dl 
how to make buttonholes and the vat iP 
ous items that go into sewing, sy 
then suddenly put them together 2 a 
you find you are turning out an & - 
pert job. th 
“The heart of the whole business ‘wi 
selling machines lies in the sewi! 
class. That’s good for an appliane ft 
store because it gets a lot of womeq,, 


into the place and gets them to talki 
about you. We run three classes 
week, Tuesday and Friday afternoo" 
and on Thursday from 7:30 to 9 
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Mr. Topp finds it no trick to demonstrate to a machine owner that time 
has marched on, and her old machine is obsolete by present standards. 


evening. It costs us about $10 a 
kas I have three girls who are 
ert dressmakers lending a hand and 
y them $1.50 apiece. You can say 
sts us around $400 a year for our 
vs. Anybody is welcome to come, 
of charge, except the owners of 
order machines. It doesn’t hurt 
have people come in who own old 
chines. They will quickly find out 
tr machines are so obsolete that 
vcan’t do their homework and will 
new machines in self-defense. You 
id be surprised at the women who 
ein to our classes. They average 
veen 18 to 21 years of age, and 
ut half of them expect to be mar- 

Oddly enough, there are not 
ty so elderly women as you might 


We start them on what we call the 
ng aids. We have them do but- 
ling, learn to run a ruffler, a 
er, and a hemmer. About 12 
Sout of a class of 16 will stick all 
way through. I give the class a 
etal outline of how to proceed and 
assistants carry on in detail with 
ndividuals. Each girl is required 
ake a book, which is filled in with 
ples of her work. She is graded 


this book according to its neatness 


expertness. After we have 
hed the girls in all the specialties 
erating a modern sewing machine 
show them that all they have to 
's to put together these specialties 
they are making dresses. Some 


them in the class may have the old 


top machine at home, and they 


' find that these machines are ab- 
ttely obsolete because they don’t 


e these attachments. 
Wo len today want something that 
‘torward and backward. something 


that is swell to put on patches. They 
find that with a machine they can 
mend faster than they can by hand, 
and do embroidery work, can make 
buttonholes. Modern sewing machines 
are light enough to carry about, some- 
thing that you can’t do with the old 
foot treadle outfit.” 

At this point a 45-year old mother 
and her daughter came in and Mr. 
Topp proceeded to put on a_ sales 
demonstration for ELectricaAL MeEr- 
CHANDISING’S benefit. 

“If you want something cheaper 
than the machine I have shown you, 
ma’am,” he said, “here we have a 
foot control electric machine at $29.95. 
But you can’t mend or darn with it. 
I don’t know whether you know it or 
not, but you can use mercerized thread 
on the other machine I was showing 
you and get the lovliest darn you ever 
saw. We have a machine for $44.50, 
one for $54.50 and if you want to get 
in the top rung we have one for $120.” 

“T can’t afford anything like that,” 
said Mrs. Cochran, the customer. 

“When you have a good machine 
in the home you are saving money,” 
said Mr. Topp. “Everybody knows 
vou have to put in money before vou 
can get it out. Just as a farmer must 
plant his crop before he can get a 
harvest. What counts with a sewing 
machine is what you yourself can do 
with it.” 

Said Mrs. Cochran: “I’ve got to 
get a machine that can patch overalls.” 

Mr. Topp proceeded to demonstrate. 
to thread you simply put this thread 
through six holes. Then he cut a hole 
in a piece of cloth and gave a demon- 
stration of mending. He burnt a hole 
with a cigarette and showed how easy 
it was to go over it and fill it up. 
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They run by electricity 


They save money for the family 


They make living more pleasant 


Each girl learns all the specialties, makes a book 
and is graded on her ability as in a regular school. 


Seating the daughter at the machine 
he showed her how simple it was to 
cut the thread. Notice how the ma- 
chine finishes much nicer than you can 
do it by hand, he said. 

“What does that jigger cost that 
you use to make buttonholes with?” 
asked Mrs. Cochran. 

“It’s the buttonholer and will cost 
you $9.95 extra,” replied Mr. Topp. 
He mentioned incidentally that there 
was a device for putting on zippers, 
which is much desired. He called at- 
tention to the extension control of the 
machine which is very popular with 
fat women (Mrs. Cochran was not 
fat). 

“Do you have any foot-power ma- 


chines ?” asked Mrs. Cochran. 


“They're obsolete,” replied Mr. 
Topp. “We sell about one foot power 
machine a year. Could you _ folks 


bring yourselves to spend $1 a week 
for a machine like this? I wonder if 
you wouldn’t like to have me fix this 
up for you?” 

Mrs. Cochran said, “I don’t sew 
anything but patching. It gets me 
nervous to sit at a machine.” 

Said Mr. Topp: “You should attend 
our sewing class. It’s like a picnic. 
The last Tuesday afternoon we had 
cake and coffee and were all full as 
ticks. I took the girls out for a soda 
and the girls brought food themselves. 
You'll get twice as much out of a 
machine if you attend the class and 


will have a good time to boot. You'll 
need a machine like this at home when 
you attend to do your homework on. 
We run this school just like a real one. 

“You'll use it for a lot of things 
besides mending and patching. Women 
of sixty can learn. Sewing isn’t a 
luxury. When you do work you save 
money. It only costs you l¢ for three 
hours worth of electricity and the ma- 
chine lasts a lifetime. There is noth- 
ing you can put in your home that 
will earn money faster for you. It 
has been estimated that a person put- 
ting $150 in a sewing machine will 
earn that back in five years. It will 
not only save time but will save money 
invested in clothes because of the 
ability it gives you to nip in the bud 
little tears that will ruin entire gar- 
ments if not repaired.” 

Young women like to sew, Mr. Topp 
said, because of the fact that with 
today’s cheap dresses you cannot get 
exclusive patterns which you enjoy 
when you make your own garments. 
Fat women can get fits that they can- 
not obtain in the store, and any family 
with children find it can dress them 
much more cheaply. 

But remember, said Mr. Topp, the 
sewing class is the heart of the busi- 
ness and if you don’t have it, you 
won't get far. And vou will not get 
the byproduct that having a lot of 
women trooping into your store daily 


gives you on other appliances. 
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Are Pushing 


You Win More On A Dark Horse 


OR some reason or other there 


haven't been as many ironers 

sold proportionately as other 
major appliances \t least, the elec- 
trical industry keeps talking about 
“what is wrong with the ironer busi- 
ness” And Idaho which, with .41 
per cent of the nation’s wired homes, 
during the first four months of 1941 


sold only .33 per cent of its ironers, 
has not been at the head of the list in 
] I Frank K. Ramey 
ind Henry Henriksen of the Henrik- 
sen Appliance tl 


this department. 


Department o! the 


Fargo-Wilson Wells Company, Poca 
tello, Idaho, know that there is noth 
wrong with the ironers them- 
secives ind they vlieve that the fact 


that others are not pushing this ap- 


pliance is all in its favor. The pay-oft 
is heavier on a horse that is not 
marked up as the tavorite. 

In other words, when they sell 
ranges and refrigerators and washers, 


heir quality appliances have to com- 


pete with other lines, also good, which 
are being actively pushed by other 
dealers In the ironer field, when 
they set out to sell the lronrite line, 
which the firm carries, they had the 
going re rr less to themselves. For 
the past vear or more, they have been 
pushing ironers with excellent results 


two or 1g 

three-day continuous program, to 
which prospects are invited. The pro- 
notion is advertised in advance and 


invitations 
pects Excellent 
obtained by 
10¢ a 


personal are sent 


results 


pros- 
have been 
paying church organiza- 
head for attendance, the 
in to the coffers of the 


tions 


¥ 
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Mr. Ramey also has established a 
“Users’ Club,” to which a purchaser 
of an ironer from the Henriksen store 
automatically belongs. The “members” 
are contacted from time to time, the 
chief purpose of the organization 
being to collect names of prospects. 


Club members are furnished with 
prospect cards to be filled out and 
turned in as they learn of friends 


who might be interested in owning 
an ironer. When such a prospect is 
sold within 90 days, the individual 
submitting the name is presented with 
an electrical appliance as a prize, 
usually something which retails in the 


neighborhood of $15. Mr. Ramey 
prefers merchandise to cash as re- 
wards, believing that it appeals .to 


more people, and actually offers a 
better value at the same outlay to the 
merchant. So successful this 


scheme been, that at least one out of 


every four ironers sold in_ recent 
months has required no demonstrat- 
ing—the new purchaser had already 
learned how to operate the machine 


by trying it out in a friend’s house. 

The Henriksen firm believes in 
home demonstrations and when it 
a good chance to 
the ironer, is perfectly willing to 
leave one in the home for as long as 
three weeks. By the time a woman 
used three times, she feels 
like an old hand at the game and can 
operate the machine with skill. In 
practically every case, she has kept 
the ironer. Mr. Ramey has learned 
that there is nothing to be feared 
from the mechanical difficulties of op- 


seems that there is 


has one 


erating the machine. Most women 
think of the ironing of a shirt as a 


highly complicated operation and 
even after watching it done on the 


ironer, are not too sure 
can accomplish the job. 


men, however, assure 


the 


that they 
His sales- 
housewife 


of her ability to produce good re- 


sults. After she has 


ironed a 


shirt 


six times, she will rank as a skilled 


operator, they tell her. 
easy enough—and 


This 
prepares 


sounds 
the be- 


ginner for initial awkwardness, with- 
out a feeling of discouragement. 


It is worth while studying the 
woman’s individual problems and 
finding the telling argument which 


will sell the particular appliance. One 
woman, 


whose 


prog 


store 


Idaho. 


husband _ took 
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outsize 


A demonstration in 


ress at the 


Fargo-Wilson Wells 


in Pocatello, 


garments, was sold an _ [Ironrite 
cause it was able to handle siz 
coveralls, whereas smaller and lig 


models balked at the job. The s 
man who sensed this need and ; 
duced the clinching argument 


responsible for making a sale 


otherwise would have fallen throu 


The salesmen themselves do 
demonstrating, turning the job oi 
erating the machine as soon as | 
sible over to the prospect, who 1 
does most of the demonstrating 
self, under direction. Wives oi 
personnel are encouraged to tak 
interest in their husband's prob! 
however, and are invited to 
salesmen’s meetings. They can 
quently suggest the woman’s ang 
closing a sale and also are respon: 
for producing many prospects 

Radio advertising has prove! 
excellent means of reaching a 


clientele. An evidence of the valu? 


such advertising is to be seen i 
“oldest Maytag” contest which 
firm ran last year. This brought 
sponses from a radius of 100 : 
The number of contestants was s 
what restricted by the fact that 
dence of the date of purchase 
required through production ot 
original sales contract. Later 
contest was repeated, taking the 
tomer’s word for the date of pure! 
Thirty-four large models were 
as a result of this promotion. 


year Mr. Ramey plans to tie the: 
of an ironer definitely in with ' 
of a washer, featuring con )ina! 


sales, and regarding every was 
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vriod when the 


ne purchaser and owner as a 
ted prospect for an_ ironing 
ne. The firm expects to sell at 


fone ironer for every two wash- 
old throughout the year. 


good beginning was made toward 
nd in March of this year during 
Pocatello office 
e Idaho Power Company staged 
-week promotion of small iron- 
The utility demonstrated iron- 
f the “baby” type in the win- 


sand on the floor of its store and 


attracted much local attention. The 
Henriksen firm decided that they had 
an excellent argument in urging the 
sale of a large machine in preference 
to the small models and took full ad- 
vantage of the public interest. They 
sold 22 ironers during the period of 
the promotion (a larger dollar vol- 
ume than the power company attained ) 
and developed many prospects who 
are expected to buy later in the year. 

The store is operated on a conces- 
sion basis in the basement of the 
Fargo - Wilson- Wells establishment. 
Recently it has been remodeled, paint- 
ing the floor in modernistic design 
with radiating lines which lead the 
customer unconsciously to the various 
spots where interest is focussed on 
major appliances. 


Demonstrations Did It 


EELING sure that there was 

more of a market for ironers in 
Pocatello than had been developed, 
Steve C. Rhoads, division sales man- 
ager of the Idaho Power Company at 
Pocatello, Idaho set out to promote 
ironers this spring. The way it was 
done was to demonstrate the appli- 
ance. For two weeks constant demon- 
strations were carried on, in the win- 
dow of the company’s store, on the 
floor, and in dealers’ stores when 
they carried the small ironer which 
was being featured. The public was 
definitely interested. Many house- 
wives came in to inquire and stayed 
to take part in a demonstration. The 
result was the sale of 51 ironers by 
the power company and many more 
of the same type by the dealers. Nor 
did the matter stop here. Dealers 
who carried other larger and more ex- 


DEMONSTRATIONS DID IT... Miss Margaret Minty, home service demon- 


strator for the Idaho Power Company's Pocatello Division, goes through an 
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By Clotilde Grunsky 


pensive makes of ironers also profited 
by the interest developed and by get- 
ting out and doing a little follow-up 
work during the same period, were 
able to secure an attractive number 
of sales. One of the local firms, in fact, 
reports the sale of 22 large ironers, 
during the same period, at a retail 
value which exceeded the amount 
spent by the public for the larger 
number of small ironers sold by the 
Idaho Power Company. Which, of 
course, pleased Mr. Rhoads greatly. 


Ironers As 
Christmas Gifts 


DIRECT mail letter sent out just 

before Christmas suggesting that 
ironers make excellent Christmas 
gifts, resulted in the sale of 18 iron- 
ers last Christmas, according to L. K. 
Vallandingham, head of the electric 
appliance department for Tull & 
Gibbs of Spokane, Wash. The pur- 
chasers were mostly men, who were 
buying ironers for their wives. He 
has no record as to whether or not 
the purchases were to be a surprise 
to the recipient, but in most cases he 
believes that the wife had already be- 
come interested in the electric ironer 
as a desirable adjunct to her home 
laundry and that the husband merely 
took the hint furnished by the letter 
and filled a want which he already 
knew existed. Follow-up instruction 
on operation of the equipment was 
promised after Christmas. The letter 


and a couple of small ads in the paper 
were the only promotion of ironers 
at this time and Mr. Vallandingham 
credits 
results, 


the letter with the excellent 


These dealers have stolen a march on the trade in communities where washers, refrig- 


erators and ranges were getting all the play. . . . Here are some of the ideas they used 


It Takes Women 
To Sell lroners 


EN do a good job of selling 

most types of electrical equip- 
ment, but it takes a woman to sell 
ironing machines, in the opinion of 
W. C. Hollingworth head of the elec- 
trical department of Auerbach’s, Salt 
Lake City. He doubled his sales of 
ironers last year by putting this work 
in the hands of a capable woman. 
The result is achieved by demonstra- 
tions, but particularly by demonstra- 
tions in which the customer herself 
takes part. The efficient saleswoman 
slips out of the chair and has the pros- 
pect operating the machine. He 
plans additional floor demonstration 
of this appliance and confidently ex- 
pects sales to triple during the present 
year, 


Small lroners 
Sell Big Ones 


MALL ironers lead to the sale of 

big ones, in the experience of the 
Boyle Furniture Company of Ogden, 
Utah. This firm has made quite a spec- 
ialty of the small ironers, which sell 
readily because of the lower pvice. 
They keep track of these sales, how- 
ever, and follow them up to make 
sure that the equipment is giving 
satisfaction. In homes where the 
small ironer is really not adequate 
to handle the family wash, they make 
the effort to sell larger equipment, of- 
fering to take in the small ironer at 
full value if turned in within two or 
three months on a larger purchase. 


ironing in the window of the utility's store. Two weeks of continual demonstrations 
of this sort sold 51 ironers for the utility and many more for dealers. 
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An Arab having loaded his Camel asked him 
whether he preferred to go up hill or down hill. 

"Pray, Master," said the Camel dryly, “is the 
straight way across the plain closed up?” 


E are often inclined to 
imagine greater difficulties 


than actually exist. It has 
been said that if an ocean liner were 
sentient and capable of anticipating 
the waves it would encounter during 
an ocean voyage, it would never set 
out on such a journey; but in actu- 
ality, only one wave has to be met, 
only one difficulty surmounted, at a 
time. 

We are in a serious situation, and 
its gravity should not be minimized. 
Defense is paramount. Nothing that 
stands in the way of achieving domi- 
nating strength and security for the 
United States of America should have 
a consideration. 

But we may struggle across moun- 
tains and deserts of difficulty, when 
by taking thought, we might see a 
straight and level path inviting us 
to the identical objective. 

Engaged though we may be in per- 
haps the greatest armament effort any 
nation has undertaken, life must still 
goon. People must still eat and sleep, 
and the ordinary, necessary functions 
of keeping alive continue. 

Morale is important, too. The last 
World War was won because the mo- 
rale and well-being of the enemy 
civilian population degenerated. In 
this country, with the highest stand- 
ard of living in the world, morale 
and the maintenance of that standard 
are of the utmost importance to the 
population of defense materials. 

Thus, the contribution of the ap- 
pliance dealer and the manufacturer 
is direct and of considerable impor- 
tance. 

Industrial production in 
complex and involved 
not a simple thing. 


today’s 
civilization is 
As the car, tank, 
or gun moves along the assembly line, 
it is at first a mere skeleton of its final 
form. Sub-assemblies feed into it, 
adding a valve, a control, the mech- 
anism, piece by piece, until the product 
takes shape, grows, and issues at the 
end of the line, complete and ready 
to work. 

Who shall say that the work of any 
of the sub-assemblies was not vital to 
its production? The main line is im- 
portant, of course—but how long 
would it continue to move if even one 
of the sub-assembly lines stopped ? 

Roads must be maintained so that 
materials can be trucked to factories 
from and other factories ; 
oil must be taken from the earth and 
transported to refineries to be refined 
into 
line 


mines 


range oil, lubricating oil, gaso- 


. electric power plants must 


continue to produce current to operate 
railroads must continue 
food factories to feed the 


machines 
to run 
men who tend the machines. 
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Aesop's Fables— 


It is so complex and involved a con- 
ception that no one mind can envision 
all its details. But anyone can grasp 
the importance of permitting no inter- 
ference with any component part in 
order that the huge machine may con- 
tinue to function so we may have the 
things we need for the tremendous 
task facing us of arming in the midst 
of a world at arms. 


Man Hours and Woman Hours 


Yet the problem can be simplified. 
We can find the straight and level 
road. Guns, tanks, trucks, shells, are 
merely the final assembly of the multi- 
tudinous sub-assembly lines that sup- 
ply ore which must be smelted, 
made into steel, fabricated, trans- 
ported, put into use. 

All of this boils down to time, labor 
and materials. We can reduce the prob- 
lem to the even simpler denominator 
of man-hours. 

It may seem a far cry from machine 
guns to washing machines, but the 
comparison is far from ludicrous. It 
may, with a fair show of reason, be 
argued that the man-hours required to 
make a washer be applied to making 
shells. But that might be the hilly 
road, and an indirect approach. 


By J. M. WICHT 
Manager Home Laundry 
Equipment Section, 
General Electric Company 


How many man-hours are absorbed 
in building a washer? It is manifestly 
impossible to account for the fabrica- 
tion of every part, but considering the 
assembly of a washer as an easily 
counted factor, we find it takes one 
minute of the time of 50 men—or fifty 
man-minutes to make a washer from 
its various component parts! 
than one man-hour! 


Less 


In urban America more than 26 per cent of all 
white women are employed. 7,274,861 out of a 
total of 28,013,473 shown by 1940 census. 


The 


power washer lifts the burden for them and other 


women, mothers 


and homemakers, 


otherwise 


doomed to the heavy labor of the washboard. 


Yet that washer will save an aver- 
age of 150 hours of hard, laborious 
work on the part of some women in 
the course of a year—and perhaps 
more. 

What does this 
mean in everyday terms? 
some comparisons : 

Purdue University Extension Bu- 
reau estimated that a woman doing an 
average wash by hand walks 10.2 
miles per month. Using an electric 
washer, she would walk only 4.5 miles. 

In doing an average home launder- 
ing, a woman will lift 632 pounds of 
clothes and water. 

In 70 to 75% of American homes, 
the bulk of the laundering is done at 
home. 15,600,000 washers do the work 
(operating approximately 3 hours a 
week )—saving American women 22,- 
500 years of hard labor every Mon- 
day. If one housewife had started do- 
ing such a single day’s washing in 
20,000 B.C. and worked steadily up 
to now, she would still not have com- 
pleted the work. 

It is impossible for the average 
family to send laundry out, because of 
economic considerations. American 
women save this money instead by 
doing the wash at home. 

The money thus saved is not incon- 
siderable—indeed, at the rate of only 
25 cents per hour, totals $608,400,000 


amount of work 
Here are 


SEPTEMBER, 


a year. This, of course, is an aca 
figure—but it has reality non 
less. It is money actually avail 
for other expenditures or for sa\ 
The average life of a washer | 


years, and over this period, such ¢ 


ings would be $6,084,000,000. 


No other job in the home incl 


such backbreaking labor as law 


ing, and the washer is the only alter 


tive to hand labor. 

Personal cleanliness is the fou! 
tion, indeed, of our present civ 
tion. 

By relieving women of the law 


ing work, we free them for jo) 
industry, thus contributing direct!) 

withdra 


defense work. With the 
of men in industry to the ar 
forces, women will increasingly 
needed to work in factories. 


On farms, too, it is found that 
men are taken into the services, " 


farm woma! 
more marge 


the 
and 


for 
more 


necessary 
assume 


tasks. What greater help could be * 


plied the farm woman than t 
from her shoulders the difficult, t 
consuming and laborious task of 
ing clothes? 

Yet washing clothes is acmitt 


not a constructive pursuit. It does! 


add anything to the national eco! 


nor wealth. It is a necessity wt 
compensation. 
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AN DIS! 


nds, when done by hand, could 
tet be used in work directly allied 
the national effort. 

Vhy not, then, free women of this 
t? Why not give the additional 

it entails so that the increased 
inds on them can better be met? 
e and more American women will 
engaged in social and civic work, 
mmunity projects affecting de- 
cand the men in the armed serv- 
*... let American women apply 
r energies in these useful ways, 
let an electric servant do the labor 
fir muscles would otherwise have to 
rm, 


he Labor Group Saves Money 


tmight be asked, why not let a ser- 
tdo this work? The United States 


eartment of Labor has announced 
domestic labor is forbiddingly 
ree... it is estimated that for 


tty good domestic servant available, 
"tamilies are waiting for her serv- 


The burdens of all the common 
ple will be tripled in this emer- 
ney. To relieve them of one bur- 
s one of laundering, will enable 
Nn more easily to bear their addi- 
nal loads. 

‘laundry is sent out to commercial 
‘anizations, that takes the time of 


en) 


at 
7 
men and women who could be con- 


tributing directly to the defense effort, 
and many skilled workers are leaving 
the commercial laundries and going 
into industry or being called for serv- 
ice in the army and navy. 

But for the vast majority there is 
no alternative to laundering at home 
with a mechanical washer except the 
time-consuming, driving labor of 
doing it by hand. Despite prosperous 
times, the average income is still not 
large enough to afford either to pay a 
servant to do the laundering, or to 
send it out to be done. 

The families who own washers are 
those to whom a dollar looms large— 
they are not big wage earners—they 
are the great middle class in our coun- 
try. These people must launder at 
home—either with the aid of an elec- 
tric washer, or by hand. 

A survey by Woman’s Home Com- 
panion, for instance, shows in answer 
to the question: Does your washing 
machine save you money?... that 
94.3% said ‘yes.’ These women further 
made the comparison of $4.25 to do 
their laundry outside weekly, as 
against a cost of 25 cents doing it 
with a washer. They said—81.79, 
of them—that the chief saving was in 
laundry bills; and 36.5% said their 
clothes lasted longer when washed at 
home, thus further economizing. 


LECTRICAL MERCHANDISING—SEPTEMBER, 1941 


According to the records of the 
General Electric Contracts Corpora- 
tion, out of 304 purchases in 1938 of 
washers costing less than $100, 293 
were to families with incomes of less 
than $3,000 a year—96%. 7.9% were 
to families with incomes of less 
than $1,000 and only 3.6% to families 
with incomes from $3,000 to $5,000. 
None was sold on this basis to families 
with incomes of $5,000 and over. 

Sales financed by the National City 
Bank of New York indicated that 
66.6% of such washers went to fami- 
lies with incomes of less than $2,000 
and 33.4% to families with over 
$2,000 income. 

With washers selling at over $100, 
a similar proportion holds true. The 
G-E Contracts Corporation found 
90% of those buying these washers 
had incomes of less than’ $3,000 a 
year. The National City Bank 
showed 60.6% of these washers going 
to families with incomes of less than 
$2,000 and 39.4% to families over 
$2,000. 
INCOME GROUPS 


General Electric Contracts Corporation 
Washers Washers 


nder ver 
$100 $100 
Income 
$5,000 and over..... 0% 0% 
3,000 to $4,999.... 3.6 10.2 
4 2,000 to 2,999.... 23.7 33.3 
1,000 to 1,999.... 64.8 50.7 
Under $1,000... 719 «5.8 
OCCUPATIONAL GROUPS 
General Electric Contracts Corporation 
1.6% 2.7 
Executive — 
Professional....... 5.8 5.8 
White collar......... 10.9 10.8 
ry Wage earners........ 70.3 68.5 
By and large, it is the labor group ; - 
which buys washers. National City Bank 
With the assistance of a survey re- ae peeeececscces 
ompany, let us look at the people White collar......... 13.3 18.9 
who make up the group who bought Proprietors.......... 146, 20.0 
washers 10 years ago and the group Wage earners........ 70.4 59.4 
who are buying them today. (Please turn to page 27) 
Families 
cate 
it 7- 
940) 
LABOR BUYS Unskilled labor, Domestic and Personal 109% 156% 
service, W. P. A., Unemployed, etc, 
51.7 PER CENT 
OF WASHERS 
Skilled and Semi-skilled labor 28.7% 
38.1% 
Retired, Private income 7.1 
Store salesman, Office clerical, Public service 14.7% tt 
143% 
Storekeepers, Managers, Salesman 18.4% 
155% 
Courtesy, The 
oe Executives, Professions, Large merchants 
cent survey. 
679=100% 719=100% 
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Pooled Commissions Solve 
Salesman Problem 


OWN in Martinsburg, W. Va., 
J. G. Baldwin was having sales- 
trouble. The men were being 
paid on a straight commission basis 
and were assigned territories. Squab- 
bles arose, of course, as to the alloca- 
tion of credit for certain sales; good 
men were hard to find and harder to 
keep. The business is not a big one 
—but it was busy enough to provide 


man 


plenty of work for about three men 
in addition to the boss. 

Now J. G. Baldwin has his three 
men and all the squabbles are over 


with. He solved the problem by pay- 


Basement Class Develops 


Leads 


BASEMENT auditorium which 
has been installed under the main 
of the Music Mart, El Paso, 
Texas, offers an opportunity to Mr. 
Miller of that store to establish con- 
tacts with many of the housewives of 
Paso 

classes for 


trical 


salesroom 


rhe store has long operated 
the use of elec- 
equipment in the home. More 
recently Mr. Miller has staged “laun- 
dry schools” for local clubs, 


maids in 


featuring 


Bendix equipment, paying the club 
treasury 25 cents per head for every 
member who attends. Each member 


is asked to sign a card to register her 
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ing all men a straight salary of $30 
a week which gives him complete 
authority and control over their move- 
ments. He pays them an additional 
3 per cent on all appliances sold in 
order to keep them on their toes for 
new business. And last, but not least, 
he has put into effect a system of 
pooling all commissions so that there 
can be no arguments arising as to 
who gets credit for specific sales. The 
three men work harmoniously devel- 
oping new business for the store and 
their main attention is focused on the 
total volume of business done rather 
than on their individual sales. 

With all commissions pooled there 
are no longer any specific territories. 
Each prospect automatically becomes 
a store prospect rather than a sales- 
man’s prospect. Under the new ar- 
rangement, the salesmen average 
about $40 a week in income, accord- 
ing to Mr. Baldwin and are out there 
plugging all the time. 

The store handles Kelvinator and 
Philco refrigerators, Thor and Ben- 
dix washers, Kelvinator ranges and 
Youngstown kitchen cabinets. It is 
housed in what used to be the lower 
floor of a private house. 


Below: J. G. Baldwin of Martinsburg, 
W. Va., eliminated salesmen's territories 
and pooled all their commissions. With 
a straight salary of $30 a week, they 
now average about $40 and arguments 
have been wived out. At left: the Bald- 
win store. Note trade-ins in right win- 
dow. 


attendance, filling it out with a list of 
the appliances she now owns. This is 
not used directly for a commercial 
follow-up, but the three salesmen in 
the field have access to these records 
and make use of the knowledge they 
have of the housewife’s relations with 
the store and of her ownership of 
equipment whenever they do make such 
a contact in the course of their busi- 
ness. Chief among the gains resulting 
from the classes is the fact that the 
store is kept prominently in mind as 
a center of electrical equipment. From 
every class there are some who are 
converted to the Bendix way of laun- 
dering and who themselves ask for a 
salesman to call to 
laundry needs. 


discuss 


their 


— Used Electric Refr 


MAARANTEED 


Above, the Brown Dunkin store in Tulsa, Okla, has an attractive display of 
reconditioned refrigerators in the window. Below, W. Pat’ Crow of Fort Worth 
Texas features rebuilts in a separate showroom. 


Good Trade-In Recondi- 
tioning Boosts New 
Model Sales 


OLICITOUS attention to used re- 
frigerator trade has resulted in in- 
creased new model sales for two Frig- 
idaire dealers—W. (Pat) Crow’s in 
Fort Worth, Texas, and the Brown 
Dunkin Store in Tulsa, Oklahoma. 
Both stores found, for instance, that 
their complete reconditioning plan 
enabled them to give greater allow- 
ances for trade-in on new models, re- 
sulting, of course, in a boost of new 
sales. In addition, their reconditioned 
sales bring more prospects into the 
store, attracting low income groups 
who might think at the time that they 


SEPTEMBER, 1941—ELECTRICAL MERCHAND!SINMLEC 


The 
of the 


floc 
can’t afford to buy a new refriger 


Both stores do a complete alth 
economical reconditioning job o: 
used refrigerators. Both give tra C 
ins “appearance appeal” by refinish For 
the cabinet, replating the shelves 
buffing the hardware. Special at 
tion to mechanical parts has resulted 


a minimum of service calls st 
buyers. 
Crow’s report replacement rie 
running nearly 50 per cent ahead qj ° 
year. Brown Dunkin has shown agh'4™ 
per cent increase in both used ¥ 
new sales for the last four yed ght 
Manager W. E. Carlton of Br ny 
Dunkin gives special training to u a 
refrigerator salesman and he estima 
that this year will see the re-sale al 


between 200 and 300 used refrigt 
tors. 
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lisplay of 
‘ort Worth 


refriger 
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job or 
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yy refinish 
shelves 
pecial att 
as resulted HE most beautiful appliance 
calls fr store in the state of Utah” is 
tribute paid to the new Wright 
ectric Company of Ogden by one 


Colorful Background 
For White Appliances 


ement 

nt ahead ge officials of the store. The or- 
shown afe'zation is a consolidation of the 
th used Appliance with the 
four vel’ ght interests. . Wright, for- 
of general the Wright 
ning to 1 partment store in which Mr. and 
he estim@’: Reed R. Smith operated the elec- 


department, is president and gen- 
manager of the new concern. 


le re-sale 
refrigt 


Children's Broadcast 
Brings Crowd 


HE surest way to collect a crowd 

is to set a group of youngsters 
performing in your window. The 
Riback Furniture Company of Van- 
couver, Washington, devotes Satur- 
day morning of each week to a chil- 
dren’s talent broadcast from their 
store. This brings the children and 
their parents—and also a crowd to 
watch. Hundreds of people stop each 
week to smile at the children going 
through their antics—and incidentally 
to become acquainted with the electri- 
cal appliances which are displayed in 
the window for them to see. 


The most beautiful appliance store in the state of Utah" is what some have said 
of the new Wright Electric Company layout at Oqden, Utah. Above is the sales 
floor while, below, is one of the clean, attractive windows of the company. 


The store is colorful in the modern 
style. The front is of royal blue, 
with trimming of lemon yellow and 
pink stripes. The window is slightly 
bayed, giving a better display space 
and a more interesting line. The in- 
terior shades gradually from one blue 
to another, touched with Swedish red 
and Danish blue. The lighting is en- 
tirely fluorescent. A complete line of 
large and small appliances is displayed 
effectively against this colorful back- 
ground. The store plans to make a 
special feature of friendliness, encour- 
aging people to drop in whether or 
not “they are in the market for 
merchandise.” 
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Acme Appliance Service Corp., Newton, Mass., utilizes an air-conditioned base- 

ment for effective displaying of electric refrigerators and ranges, visitors finding 

the premises easy of access and comfortable in summer as well as other seasons. 

W. R. Martin, manager, states that the layout is good for business, since appli- 

ance repairs are conducted in a shop (20 ft. x 40 ft.) connecting with an equal 

sized display room housing ten refrigerators and also provided with facilities for 
electric cooking demonstrations. 


Housewares "'Hi-Jinks" Party Sells Appliances 


Always a believer in demonstrations, W. C. Hollingworth, head of the electrical 
department of Auerbach's, Salt Lake City, recently turned the entire housewares 
department of the store over to this type of selling. During the week of the 
“Housewares Hi-Jinks," twenty-four continuous demonstrations were carried 
on in the department itself and in addition occasional showings were also held 
in one of the store's main windows, during which the home economist commented 
through a loud speaker system on the appliance being demonstrated. The 
department was decorated gaily with balloons and posters of the circus type 
and with its booths surrounded by crowds of interested shoppers and the smells 
of various good things cooking, proved a magnet drawing all who came within 
sight or smelling distance. The department was crowded throughout the week 
of the event, and many sales resulted. Among the appliances demonstrated 
were mixers, roasters, coffee makers and small appliances, ironers, ranges and 
refrigerators. 


Combine Shop and Display Rooms 
| 
7 | 
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Helping dealers sell more home laun- 
dry equipment and running her own 
home doesn't get Gaye Hamilton down. 
She keeps fit by swimming—and is a 
champion on the aquaplane. 


As representative for Blackstone Cor- 
poration, Gaye Hamilton spends an av- 
erage of three days each week away 
from these offices in the San Francisco 
Furniture Market. 


Gaye Hamilton has made an outstanding success as a manu- 


facturer's representative by knowing the woman's viewpoint 


HEN a slim, 104 pound girl 

makes an outstanding suc- 

cess as factory representative 
for a home laundry equipment manu- 
facturer—that’s news. Her name is 
Gaye Hamilton, Northern California 
representative for Blackstone Corpo- 
ration, and the story of how she does 
it contains pointers that a lot of hairy- 
chested appliance salesmen would do 
well to consider carefully. 

“I've got a natural advantage over 
most men in selling washers and 
ironers,” Mrs. Hamilton points out. 
“You see, I have something any man 
work hard to acquire, and 
that’s the woman’s viewpoint. | know 
much modern labor-saving 
washers and ironers mean to a house- 
wife, because I actually use them 
regularly in my own home—and I’ve 
been through the drudgery of trying 
to keep house without such necessities, 
too. If my enthusiasm for the prod- 
ucts I sell is convincing, I’m sure it’s 
because | really know how very much 
they mean to any woman who is try- 
ing to run a home.” 

Maybe Gaye Hamilton has an idea 
there that you can use, Mr. Dealer. 
Did you ever really operate an ironer ? 
How long has it been since you ac- 
tually did a typical family washing. 
Sure—washing and ironing is a 
woman’s work—but we've seen a six- 


has to 


how very 


footer sell a carload of electric ranges 
by showing Mrs. Prospect that even 
a clumsy man could bake good biscuits 
in a modern electric oven. 

Gaye Hamilton was born with the 
woman's viewpoint, but she has had 
more obstacles to overcome in making 
a success of the appliance business 
than 9 out of 10 men. Born in Vladi- 
vostock, Siberia, she fled from Old 
Russia with her family during the 
rev lution of 1917 and eventually 
lated in America. Here she played 
pipe organs in movie houses while she 


learned finished her 
education. 

She started her sales career as an 
ordinary department store counter 
clerk, but soon became a sales woman 
and demonstrator for National Cash 
Register. She soon saw greater oppor- 
tunities selling vacuum cleaners and 
washers, and has since concentrated 
all her efforts in the appliance field. 

“Two things I learned in those 
early days of accounting machine sell- 
ing have never been forgotten,” says 
Gaye Hamilton, “and I find they pay 
ff today just as they did then.” 

“The first of these fundamentals 
was the importance of having a well- 
organized sales manual or presenta- 
tion book to help me tell my story. It 
holds the prospect’s attention—illus- 
trates and emphasizes the strongest 


English and 


sales appeals—and has ready an, 
for the objections and excuses 
buyer makes. I’ve found it works 
as well with housewives—and 

a lot of time in getting the 

whether you’re on the display 
in the prospect’s home.” 

“The second thing I learned , 
in my selling experience was 
value of demonstration—particy 
demonstrations in which the pros 
play a part in operating the appliar 
If you’ve ever worked in a depart 
store, you realize how universa 
feminine desire ‘to try it’ is 
how ‘trying it’ stimulates their 
to own it.” 

If you're inclined to pooh-y 
these remarks as “arm-chair ad 
remember that they come fr 
young woman who has made a: 
viable record in a keenly competit 
he-man’s game. Gaye Hamiltor 
sold appliances from door to d 
and she’s still selling them. Three 
out of every week she spends or 
road away from her offices i 
San Francisco Furniture Ma: 
working with Blackstone dealer: 
Utah, Northern Nevada, and N 
ern California—organizing pr 
tions, training salesmen, and hel; 
close retail sales. 

It may not be a man’s job—but 
sure a man-sized job. Yet 
Hamilton finds time to run her 
home, keep up the musical talents t 
gave her a start in business, and 
tinue the swimming that made | 
champion at aquaplaning and 
given her a figure that would mak 
movie star green with envy! 


Mrs. Hamilton is a firm believer 
the importance of effective demonstr 
tions. Below: "| have a great advantas 
in selling washers and ironers,” 
Gaye Hamilton—"because | know + 
woman's viewpoint from my own pe# 
sonal experience." 
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How keep “Cut Backs” 
from cutting down your Profits! 


EASY offers a solution to the Problem 
of Curtailed Appliance Production 


EFENSE comes first! And appliance dealers, like other busi- 
ness men, are ready to assume their share of the burden. 
To help Uncle Sam build planes and guns, they are prepared to 
accept whatever cut-backs may be necessary in the production of 
washers. And they are prepared to accept the sacrifice in profits 
this reduction implies. 


But /s such a sacrifice unavoidable? We don’t think so. Not, at least, 
for the dealer who can change his methods to fit the times! 


In proof of that claim, we present a new booklet, “Defense Arith- 
metic:’ Specially prepared by Easy to aid you in adapting your 
plans to the present emergency, this booklet shows with facts 
and figures how you can lick the problem of curtailed sales. 


It suggests a plan of action by which you may hope to not only 
equal, but actually exceed, present profits on the reduced unit 
volumes with which you are confronted. By means of a special 


] ASK TO SEE THIS BOOK! Have you made any plans for adjusting your 
program to meet anticipated reductions in unit washer sales? Do you know 
how much your unit of sale will have to be increased to maintain present dollar 
volume on further reductions in available units? THIS BOOK GIVES THE 
ANSWERS. It not only tells how much your unit of sale must be raised, but also 
how to raise it! Ask to have an Easy representative show you “Defense Arithmetic”. 
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chart, it enables you to quickly compute the unit dollar averages 
you will need to equal last year’s dollar volume on the basis of 
sales reductions of from 5% to 50%. And it shows, moreover, 
how you can attain those unit dollar averages by selling the new 
EASY SPINDRIER LINE! 


For fifteen years, dealers have found the Easy Spindrier the easiest- 
selling high-priced washer made. Never sold under $99.95, it’s 
easier than ever to sell today. You too can sell Easy Spindriers in 
quantity at prices up to $160... and as a result actually make 
more dollars of profit on fewer units than you've ever made before! 
Don’t delay. Get the facts now. Ask your Easy representative to 
explain the new Easy Spindrier program—and show you a copy 
of “Defense Arithmetic” so you can apply this valuable data to 
your own business. 


EASY WASHING MACHINE CORPORATION, SYRACUSE, N. Y. 


2 FIND OUT ABOUT THIS WASHER! Why are so many dealers planning their 
new sales strategy around the Easy Spindrier Line? Because for 15 years 
it’s been the easiest-selling high-priced washer made! Because it has never been 
sold under $99.95! Because it’s backed by a national advertising campaign which 


has been building consumer preference th after 
best opportunity to maintain present profits on a reduced volume of sales! 
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| Here's part of the flock, surrounded by the biggest display of vacuum cleaners in South Bend. 


Building Business 
around 


66 EEP a cow,” H. N. Light’s 
used to tell him back 

on the tarm at 
Pennsylvania, 


Liverpool, 
“and the cow will keep 


you.” That adage might be pinned 
to the wall of the Light Company 
| but the term “cow” should have been 
changed to “vacuum cleaner.” 
| For Mr. Light knows that he can 
| ilwavys take a vacuum cleaner under 
his arm and sell it 
Dust and taxes, to paraphrase an 
old saying, are sure things in this 
life, and where there is dust you will 
find vacuum cleaners. In South 


Bet d, Indiana, 1940 census 
101,238 inhabi- 


about per 


which the 
having 
tants there is cent 
with cleaners. Sweepers 
is they call them in Indtana, are 


The 


generation has grown up 


accepted part of the mores 
younger 
them essential to 


which considers 


housekeeping. The supplying of these 
new housekeepers, replacement mat 
ket, and the [ 


repair of machines ts 


enough to living to a 
man anywhere, Mr. Light thinks. 
“IT am one of those ducks who feels 
know everything about a 
sells,” he “When 


it comes to sweepers I can lay infor- 


vuarantee a 


he has to 
product he Says 
convince 
In fact, 


ation on the line that will 
when 
look 


it some other makes’ | inform 


prospettive buyer 
woman savs, ‘I'm going to 
tround 
her there are 187 brands of sweepers 
n the market, and it is going to take 
her a lot of time 


vell start by 


So she might as 
getting all the dope 
the one on which I am an expert.” 
thinks outside 


Because he selling 


is been overdone, Mr. Light feels 

he dav has arrived when the dealer 

nan advantageous position to sell 
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A man that knows his product breeds 
conviction, says H. N. Light, and that 
gives him a bulge on cut price artists. 


1 
cieaners 


\bout three 
out of five people who walk in, own 


from his store 


cleaners and are in the market for a 
new one because of four distinct 
reasons: 


1. Their old sweeper won't pick up 
lint. 

2, They smell dust in the room when 
it is running. 

3. They find dust “under the 
after they have gone over it. 

4. The noise ot their old 
} 


has increased. 


rug 
cleaner 


The Light Company which is housed 


at 223 South Main Street, out of the 


Meadows and Bendix washers, Simplex ironers and the 
G. E. line fit in naturally—each sold by a specialist. 


A big display, sure-fire service, expert dem- 


onstrations and low-pressure selling do the 
trick for the Light Company, South Bend, Ind. 


main business district, has one of the 
largest displays of cleaners (Royal) 
which your correspondent has yet run 
into. 

“We follow the old Marshall Field 
adage to the effect that people like 
to come to headquarters and see every- 
thing from soup to nuts when they 
buy a cleaner,” says Mr. Light. 

While most of the leads originate 
by folks lugging in old cleaners to 
get them fixed, as a matter of fact 
some 75 per cent of his deals are 
closed in the home, Mr. Light states. 
One of the things he is very proud 
of is the fact that the Light Com- 
pany has eliminated all the earmarks 
of high pressure in its selling. People, 
he feels, do not like salesmen to talk 
too fast or who work too speedily. 
Somehow a man who will hold the 
baby or fix a light socket goes over 
better in towns like South Bend. 

Nevertheless we always make it a 
point to qualify our prospects, says 
Mr. Light. “We carry all makes,” 
the customer is told, “and have every- 
thing in the way of cleaners priced 
from $16 to $100. Just what sort of 
machine were you thinking of?” How 
much had you in mind? 
want a cheap machine?” 


Do you 
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Then comes the deciding answ 
Many a customer will say, “No, [| 
a cheap machine before and that 
why I am here. 
that sort of junk.” 

Or the prospect may come la 
with a reply, “I put $75 in 
jaloppy, and you can see it is brok 
down after giving me very lit 
wear. I'd never put that kind 
money in a sweeper again.” 

Mr. Light finds he is able to g 


a good demonstration in about twent 


minutes and makes a point oi 
covering just what his prospect wa! 
done. Fitting the sweeper to the 
is an important item, he feels. 5 
may be intrigued in cleaning ab 
the floor which is one thing, or swee! 


ing up the rugs may be the only ta» 
He often qualifies 
them how 


mind. 
his prospect by asking 
many rugs they have to take care 

There is no use selling a $100 swee; 
to take care of a $30 rug, he says 

His best closing argument is: 

I can give you a good deal, wou 
you buy a sweeper now ?” 

Because most people don't belie’ 
the other fellow, he makes it a point 
get the sweeper into the hands of ! 

(Please turn to page 66) 
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\ 
ere 
are ironed laundry 
work, 
week 
HAT is the idea of New 
Orleans Public Service pro- 
moting the sale of washing 
‘hines, ELectriIcAL MERCHANDIs- 


i asked E. N. Avegno, manager of 
ler sales for that company. 
It’s worthwhile because the use of 
shers in the home promotes maxi- 
im customer satisfaction and aids in 
reased use of water heating and 
ning facilities.” 
New Orleans families are showing 
increased interest in washers, he 
s, because the servant question is 
ming more complicated. With 
increasing opportunities for fac- 
ty and relief employment, many 
tvants are leaving home to enter 
at appear to be more remunera- 
forms of work. Those remain- 
¥ are able to pick and choose, as a 
sult, and, of course, choose those 
les where the working conditions 
ideal; for example, homes that 
we washers and ironers. As a con- 
sales of this important 
wehold equipment are on the rise. 
Women who are doing their own 
tk find that a washer saves about 
(the time of the laundry. Fur- 
Tore, they do not get up such a 


sweat with the machine. Of 
75 percent of the washers are 
by servant help in white homes. 

\ step being made by New Orleans 
Public Service to school the negro 
servants in how to use washers prop- 
erly has been by encouraging cooking 


course, 
used 


schools held in churches and other 
places where negroes congregate. 
Two organizations, Southern News- 


paper Features in Dallas, operated by 
T. A. Kennedy, and the Lewis Cook- 
ing School of Alexandria, La., op- 
erated by George Lewis, have done 
much to acclimate negro help in New 
Orleans to washers. 


YEARLY WASHER SALES BY NEW 
ORLEANS DEALERS 


Year Sales by Local Dealers 
1933 2,548 
1934 5,102 
1935 6,249 
1936 7,307 
1937 6,717 
1938 5,579 
1939 6,505 
1940 6,163 
1941 (estimated) 6,730 
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Campaigns 
SELL 
ASHERS 


Home laundry work promotes load 


building byproducts: 


and ironing, 


“Our advertising benefits everyone 
who sells washers,’ declares E. N. 
Avegno of New Orleans Public 
Service. 


E. N. Avegno of the New Orleans Pub- 

lic Service Company says there are 

54,000 prospects for washers in the 

town and that over $400,000 worth will 
be sold in ‘41. 


It is estimated that only 43% per- 
cent of the families in New Orleans 
own washers at the present moment 
and that means there are over 54,000 
families who are prospects. Dollar 
volume of washers sold in 1941 will 
run up to $404,950, it is estimated, 
and on ironers—on which there is 
only one half of 1 percent saturation 
in New Orleans—there will probably 
be $11,750 sold. 

New Orleans Public Service in its 
cooperative campaign has agreed to 
furnish demonstrators to demonstrate 
irons on dealers sales floors or in 
customer’s homes. The utility will 
continue to assist sales training work 
where desired. It will furnish dis- 


says 


Hot water 


Avegno. . . 


play helps on request. It will con- 
tinue to promote through advertising 
the ease, economy and efficiency of 
home laundry equipment. 

“The typical prospect,” says Mr. 
Avegno, “is a family man earning 
$150 to $200 a month. He is usually 
of American descent. This typical 
family will employ sometimes a part- 
time maid. The appeal that really 
makes the sale is the appeal to leisure 
and the ability to save work for the 
wife.” 

Five pieces of advertising were 
scheduled this spring to run in New 
Orleans newspapers on the following 
topics : 

1. “An electric 
speeds time—cuts 
cleaning ! 

2. “An electric washer and ironer 
releases more time for other things. 


ironer 
spring 


washer and 
costs. for 


3. “An electric washer and ironer 
will keep them always fresh. 
4. “An electric washer and ironer 


will save you time, work and money!” 

5. “If clothes make the man,”—all 
makes sold in New Orleans were 
listed in the signature of this adver- 
tising. 

A system of prizes were given 
salesmen over town who make the 
greatest number of unit sales a $5 
reward. In like manner division 
supervisors qualified for a weekly 
$2.50 bonus when their separate di- 
visions report ‘the minimum allowable 
unit sales per week. 

Some $130 cash prizes were given 
to dealers for a window display con- 
test. Class I consisted of depart- 
ment stores who won $25 for the best 
window, and $10 went to the display 
designer. Class II consisted of fur- 
niture and large appliance stores with 
$25 as first prize to the dealer with 
the best window, and $10 to the dis- 
play designer. The second prize, $10, 
was given to dealers in this class. 
Class III consisted of specialty hard- 
ware and small appliance stores with 
three prizes of $25, $15, and $10. 
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beats 200 


Housewives! 


When it comes to cake-baking, Pat Shanley 


of East Los Angeles, plus his electric range, 
can show the women folks a trick or two 


By Mary Shoop 


“Besides baking good cakes, Pat powder and salt to flour; sift th 
cooks whole meals, too,” she says. times. Mix flour with creamed 
“You should have seen the wonderful ture alternately with liquid, start 
turkey dinner he cooked last Thanks- and ending with flour. Bake in ¢ 


giving.” nine-inch pans in a 375 degree 
Unlike some culinary impresarios, for 30 minutes. 
Pat is glad to share his prize recipes. Pat’s seven-minute icing spr 


“Follow this method, bake the cake smoothly, stays soft and does 
in an electric range oven, and you~ crack. This is the way he makes 
will have the best cake you ever 
tasted,” he predicts. He baked this 
year’s prize-winning cake from the !) cups granulated sugar 
following recipe: 1 tbsp. white corn syrup 


be ths . cok ater 
PAT SHANLEY’S CAKE mag ins 


1 tsp. flavoring 


Seven Minute Icing 


Pat Shanley displays his prize-winning cake ; cup shortening 


Put all ingredients in the top | 
cups sugar 


double boiler below which the wa: 
is boiling vigorously. Stir for 
minute. Let cook for two minut 


oo 


3 

3 cups flour 
3 tsp 


LOWLY past the linen-spread ‘at's home workshop is all- 


tables lisplay ng two hundred clectrie kitchen, including an electric 1 i — powder Remove from heat and beat imme 
f the best cakes baked by East range, refrigerator, water heater, | cup enim Seles ately for seven minutes with an el 
Los Angeles, Cal housewives walked mixer and various smaller appliances. cup water \dd desired favoring 
the judge { mnnunitv's recent lle gives his electric range much of i minute before icing is finished. 
~ Cream shortening and sugar. Add Pat times these minutes he 
annua k tking contest Vite the credit for his successful cakes. é te ga ugar. Ade t es | ninut to the 
POR Pps Btgen er ype gy “I never have to guess about the $85 one at a time and beat well. Sift ond and advises everyone to do s 
thet the beet wis fe flour before measuring; add baking making the best icing. 
two-lavet vite iced creation of know it is always right,” the big of- 
smooth hol ex e, high even ficer says in a soft Irish brogue. “I 
lave 1 che ) ge flavor -et the thermostat, put in the batter 
Thi ik st vrfect that it ind take out the cake, perfectly baked 
rates almost 100% the chairman o top and bottom, 30 minutes later— 
th tug yy niittes nnounced to that’s all there is to it.” * 
the excited ssemblage “Will the \ member of the United States [3 
womal o baked it please come for \rmy for 12 years and a former cap- 
ward ar receive this electric mixe tain, Pat learned to cook during K.P 
as the first prize?” duty in his early years of service. He } 
\ | ther tepp d ut not a proud has engaged in his hobby ever since, 
housewife but a blushing, embarrassed developing through the vears some 
Irish in if er’ muito ’ ts whi he belic VCs make for cook 
It vat Shan! 1x-foo success 
horny-handed deputy sheriff. He had \ccurate measurements are essential 
won th ke baking ntest tor the for good baking, Pat avers. He is no 
second cot utive vea “by guess and by gosh” cook. He 
| to meht Pat walks levels off every cup ind teaspoon, inne 
his beat along busy Whittier Boule- measures baking time as carefully 
vard, the idol of the kids, popular with \nother necessity is measured oven 
everyone, tough upon occasion, rend heat, constantly at the correct tem- 
ering various civic services that have perature during the entire bakine 
earned him gold wdal for con time Mhis is one reason for his pref- 
munity service \t night and on his erence for an electric ranee. He also 
days off he indulges in his hobby of likes its shrinkless meat roasting, and 
cooking. and he has become «so ac its surface cooking with verv little 
‘ plished that he give ooking vatet 
de t ons now and then to show Even his wife acknowledges Pat's 
the lac wne trick their own supremacy in the kitchen, and she and Accurate measurements are essential, Pat says, in good cooking. And measured 
track their two children are proud of him. oven heat kept at a constant temperature is given credit for a lot of his success. 
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N DISINS 


TODAY...TOMORROW...EVERY DAY 


ON THE TRADE-MARK MILLIONS KNOW 


WESTINGHOUSE MOTORS WILL HELP YOU 
CLOSE EXTRA SALES 


Public acceptance is sales power—and Westinghouse gives 
you a public acceptance founded on solid achievement. 


More than 50 years ago Westinghouse pioneered a-c 
motors. Since then we have built over 20,000,000 small 
motors as well as millions of other electrical devices... 
from switches to battleship drives, from lamps to the 
world’s largest generator. 

Daily, Westinghouse achievements make news columns. 
Daily, the name is advertised to millions. Featured in the 
movies. Heard on the air. Sent into offices. Into factories. 
Stores. Homes. 

The acceptance power thus generated helps you drive 
extra sales to a close. 

Because every buyer, everywhere, instantly associates 
Westinghouse with top quality electrical merchandise, 
you will cash in at once—with extra sales, smaller conces- 
sions, greater customer satisfaction. 


WESTINGHOUSE ELECTRIC & MFG. COMPANY 
EAST PITTSBURGH, PA. J-03142 


USE THESE EXTRA SALES POINTS 
IN SELLING WASHERS AND 
IRONERS POWERED BY WEST- 


INGHOUSE MOTORS 


appliance. 


house Motor is checked. 


trouble-free operation. 
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“My husband said to be sure 


get an ironer with a 


Westinghouse Motor. 


ECONOMY: Retain their low 
power consumption character- 
istics throughout the life of the 


LOW MAINTENANCE: Top 
quality materials, precision 
manufacture, thorough testing 
—insure long, trouble-free life. 


QUIET OPERATION: The 
noise level of each Westing- 


“NO BUMP” BEARINGS: 
Special sleeve bearings absorb 
thrust loads and insure quiet, 
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? *From a recent 14 city survey. Details on request. ; 
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Because butchers have to drop prices on items with 
which they are overloaded, a woman with a refrigerator 
In this picture we see 


can take advantage of specials. 
a stuffed heart. 


From Butcher B 


His knowledge of meat 
gives C. E. Wildberger 


an inside track in 


selling refrigerators 
HAT continental song of last 


year, about “The butcher boy, 

the butcher me,” 
romantically told of the great senti- 
mental interest on the part of women 
ivr good meat. C. E. Wildberger of 
St. Louis has capitalized on this im- 
meat in the life of the 
as a means of selling re- 


for 


portance of 
housewife 
irigeration. 

As the 


ymmed 


Frigidaire salesman who 
after prize in 


ran up something of a 


eat prize sales 
contests, he 
when 
asked how he did it, he always used 
to reply, “Work—hard work!” 


Sut Electrical 


national — record. However, 


Merchandising un- 
earthed the fact that in his youth Mr. 
Wildberger was a butcher and in sell- 
ing a built his story 
around the most expensive article the 
housewife buys—meat. Aided by Beth 
Bailey McLean, home 
Swift & 
chanandising has 


refrigerator 


economist for 
Electrical Mer- 
endeavored to set 
down of the arguments that Mr. Wild- 
berger uses with such telling effect. 
“Only with a refrigerator that will 
assure a constant temperature of from 
40 to 45 degrees can you practice real 


Company, 


economy in buying the size units of 
meat that give real benefit of maxi- 
mum quantity prices,” Miss 
McLean. 

“Meat may take an undue share of 
the food dollar unless we understand 
wise shopping and use of all meat pur- 
Miss McLean. “And 
since men insist upon meat with their 
meals there is no way of ducking this 
situation.” 


Says 


chases,” says 
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of meat. 


With a refrigerator that keeps meat at 40 to 45 deg. 
a housewife can really go to town in buying quantities 
A whole ham as shown is much more eco- 


nomical for the family than thick center cuts. 


C. E. Wildberger never fails to interest 
refrigeration prospects when he builds 
his story around meat. 


Because housewives are lazy and 
prefer to purchase the quick cooking 
cuts such as chops and steak, we find 
the price is naturally higher on these 
items. Now the price of meat is de- 
termined by supply and demand, the 
service and the quality. Anyone knows 
that the more tender the cut (usually 
the loin cuts) the higher the price 
than the rest of the carcass, 

Knowing this, a smart housewife 
can watch prices and buy the bargains 
of the day. If she has a good refrig- 
erator with an adequate well-chilled 
meat storage space, she is enabled to 
plan ahead for three or four days or 
possibly a week, and save pennies or 
dimes by buying meat items that are 


Quota 


especially priced. Any butcher who 
finds he is accumulating too much of 
one type of meat will drop the price 
in order to move it. The customer 
who is in a position to take advantage 
of this drop can save money with her 
refrigerator. 

Miss McLean comes through with 
specific suggestions. She de- 
clares that price per pound of a whole 
ham is less than that of the center 
slices. So it is smart to buy a whole 
ham. Get the butcher to cut off two or 
three thick center slices if wished, 
Put the rest of the ham in the refrig- 
erator and use it as you wish. Spread 
over nine or ten days or several 
weeks, a woman can use it up and 
not make her family tired of ham in 
doing so. Bake the butt, broil or bake 
the center Water-cook the 
shank and use the meat ground or 
diced in many dishes with potatoes, 
macaroni and rice. Save the bone be- 
cause it makes an excellent stock for 
pea or bean soup. If a woman desires 
she may bake the whole ham for com- 
pany dinner. 

All cooked meat must be kept well 
refrigerated, Miss McLean points out. 
Left-over ham can be used in scram- 
bled eggs, in white sauce, in salads, 
in casserole dishes. Ground ham can 
be employed in croquettes, patties, 
souffles or sandwiches. 

One should never get a roast of less 
than four pounds, Miss McLean says, 
and six pounds or more will give bet- 
ter results. But she holds aloft a warn- 
ing finger. Don’t spoil the family’s 
liking for beef by serving it every 


some 


slices. 
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Mixing several kinds of meat, all of which you can kee, 
in your refrigerator, makes leftovers much more tasty MviINg | 
Beth Bailey McLean maintains. 


OY 


These meat balls illus.Mour pre 
trate her idea. king; 


out a 
form 


rticul 
na 
yw 
That 
USTCTT: 
less 
Ig 
is | 
mag 
ny ac 
day for a week. Variety is the spidlurry 
of menu making. A standing rib r P 
of beef on Sunday can be follow 
Monday by croquettes, using 
trimmings with a little pure pork s The 
sage to add new flavor. For Tues{(omp: 
hot or cold sliced beef with hot grafyig  j¢ 
and vegetables is good. On Wednefifredyce 
day ring in lamb patties or lana: jn 
shoulder steaks as a change. C nO 
back to your beef on Thursday cu 
serve braised beek cubes with vegdiind t 
tables or a beef pie. Leftover bednake 
can be ground up, mixed with pickfyjorh 
relish and salad dressing for sa met 
wiches Saturday noon, if—and here ¥» ha 
the point—if the meat has been keMngic. 
coolly refrigerated. rat 


Rib roasts offer economy in buyin Rec. 


Roasts cut with longer rib bones sf eard, 
for less than short cut roasts. \ gic 
may cut off the plate end of the mg), 1, 
and serve them braised with veg . 
tables or short ribs the day bei - 
the roast is cooked. T. 
Miss McLean is an advocate staff 
using two or three kinds of me nat 
Meat loaves are better flavored | mp 
way. A meat loaf, she says, is bette, 


if the flank end of a steak, the tm sell; 
mings of a shoulder roast of pork 


little leftover ham or corned beef 4 ze 
combined. 
Real savings on meat do not co! me 
in buying the cheapest cuts but pig 
ing up those kinds of meat that “@ 
specially priced for a day. Wit! ron 
refrigerator this can be done and tha’ ° 
the kind of a story Mr. Wildbers 
has been telling that has knocke! oF > 

so many sales in St. Louis for \\in 
EL 
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tter ¢ 
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DISING 


UPPOSE you were putting on a 
play and found yourself on the 
) stage on the evening of the 
in performance without ever hav- 
g rehearsed your lines? Sounds like 
nightmare, doesn’t it? But to ap- 
ach the problem of selling without 
ving first ironed out the faults of 
if presentation is as rash an under- 


king as ever haunted an amateur 
espian’s dreams. Of course this 


iter of studying your sales presen- 
ion, preparing it in advance, trying 
ut and securing criticism of your 
eriormance, then bettering it and 
ring it again is hard work. More- 
er, it is apt to be a bit embarrassing, 
rticularly if the trials and the criti- 
sm are in the presence of your 
low salesmen. 

That is why too many sales train- 
mg courses consist of lectures to 
ich the salesmen listen with more 
less interest, forgetting the whole 
ing forty-eight hours afterwards. 
tis hard work, if you are a sales 
ager, to get the salesmen to take 
ny actual part in a course and it is 
rd work, if you are a salesman, to 
rry the thing through. 


No Lecture Course 


The Washington Water Power 
mpany this year, however, has a 
g job of selling ahead of it. It has 
reduced its rates, and through them 
's income, by $750,000, a loss which 
in only be made up by persuading 
's customers to buy more equipment 
nd to use enough more electricity to 
ake up the difference. Its salesmen, 
wth in their contacts with the cus- 
tomer and with the dealers, are going 
have to be good. Sales training was 
indicated. But it was decided definitely 
that it was not to be a lecture course. 
Because personal participation is re- 
sarded as indispensable, it appeared 
gical that the entire training should 
¢ left to the class members, both in 
's creative and critical aspects. The 
‘st went into rehearsal. 

To establish training needs of the 
‘aff, a number of preliminary steps 
vere taken. A questionnaire sent to 
employees brought out requests for 
lp on such matters as improving 
elling technique, overcoming bad per- 
onal habits, making an organized 
presentation, meeting objections, clos- 
ng the sale. Questions as to the com- 
pany’s relation to the community it 
served, its financial structure and or- 
ganization indicated that there was a 
‘rious lack of information on the part 
i many in regard to the company and 
ts general policies. 

Employees were now given a per- 


job for Washington Water Power . . . Sales- 


sonal inventory test designed by a 
nationally known psychologist, drawn 
up to bring out the individual’s men- 
tal abilities, habits of work, vocational 
interest and personality. Responses 
were carefully analyzed and general- 
ized, indicating general needs, in part, 
perhaps. unknown to the 
themselves. 

Next came the adoption of the train- 
ing device known as the recording 
machine. Into this phonograph rec- 
order each salesman was asked to give 
his sales story, which was placed on 
record and played back for his own 
hearing. They also served to suggest 
needs of the sales organization, when 
later analyzed en masse by the group 
planning the sales course. Salesmen 
usually prepared their talks carefully 
in advance and then talked either from 
manuscript or extemporaneously. Ob- 
jectives for attainment of which the 
talks were analyzed included such 
points as: 

1. Does the salesman establish con- 
fidence in himself ? 

2. Does he make a skilful approach ? 

3. Does he talk in terms of advan- 
tages to the customer, offering proof 
of his statements and making sure 
that the customer understands and 
agrees with every step in the sale? 

4+. Will the salesman succeed in 
making a friend for the company? 

5. Will he succeed in selling more 
service ? 


salesmen 
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No "ham" actors go out to do a selling 


men are rehearsed for their job by experts 


Ever Hear Your Own Voice? 


Results were illuminating to those 
who heard these recordings. Probably 
the salesmen in the field would do a 
better job, but not a much better job. 
In general their good points and their 
weaknesses were shown up clearly as 
heard. It was much as though the 
salesmanager were able to accompany 
each one of his men in the field, check- 


ing up on their performance. But 
better still, the men (and women) 
checked up on themselves. For the 


first time many of them heard their 
own voices and it proved a shock to 
some of them. “That was rotten,” was 
frequent comment of the man who had 
just listened to himself. “I will never 
be caught like that again.” Or “I 
wouldn’t have believed I knew so 
little about my company, the product 
and its Or “After hearing 
myself, | wondered why I ever both- 
ered to call on a customer in the first 
place. I couldn’t convince a_ child.” 
They heard themselves hesitate in 
their speech or mumble their words, 
or sound didactical. Almost 
the severest critic of any presentation 
was the man himself. 

With a program based on_ these 
studies, the actual training course was 
now started. It was not made compul- 
sory but was offered to all with the 
understanding that if they undertook 
the course they would sign an agree- 


services.” 


always 


Washington Water Power Company aleemen rehears- 
ing sales talks and listening to playbacks on record- 


ing machine—a new sales training device recently 
adopted by that company. 


ment to include the following points: 

1. Only sales employees desirous of 
self-improvement were eligible. 

2. Those participating agreed to 
accept in good part unprejudiced and 
frank criticism from their fellows, 
welcoming an exposure of obvious 
weaknesses. 

3. Preparation of each assignment 
was to be regarded as compulsory, 
with failure to do so resulting in fines 
or dismissal from the class 

4. Constructive criticism required. 

With this understanding, the classes 
started in small groups. The salesmen 
who attended the meeting were seated 
comfortably facing two vacant chairs. 
The chairman usually said a few words 
ot welcome, outlining the importance 
of continuous training. His function 
was largely to set the key of the meet- 
ing and to maintain its order and 
attitude. He called upon some member 
to stand before the group and give a 
talk for threesminutes on the ‘product 
being feAtured® the qurrent sales 
campaign. “As this wasjpart of the 
compulsory preparationggany member 
of the class was prepared to respond. 
To make what the group 
doing outside reading along the lines 
of salesmanship. another pf the group 
was asked to give a three-minute re- 
view of some article he had recently 
read. Next a three-minute paper was 
required from all on subject 
previously assigned. One member of 
the group was called upon to read his 
paper; the remainder were turned in 
for later perusal and comment. 

Following these preliminaries, one 
of the recorded sales presentations, 
which each member oi the class had 
previously made, was now played and 
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Rehearsal for Selling 


judged as to its success. The record- 
ings were designed to present the 
salesman’s idea as to approach, sales 
argument and closing—and had been 
carefully prepared and made in the 


CONTINUED FROM PAGE 25 


ployee’s neatness and carriage, 


2. Was his voice  fricndly 
3. Were his gestures and facial 


salesman’s spare time as part of a pression effective......... lt 
competition for prizes in a company- 4. Did he use appropriate 

The discussion covered such points 5. What about his sincet ty.. somili 
as voice, language, organization of lt 
material, sales argument, friendliness 6. Did he use advantage-p; Shed 
and effective company messages. If action method of selling...(1 1 cae ot 
the recording was voted by the group 7. Will he succeed in maki; 
to be below established standards, the friend or a sale?.......... (ti 


salesperson was required -to start 
preparation for a subsequent record- 
ing. 


Difficult Problems 


The next feature of the program 
was frankly a clinic for treatment of 
the current aches and pains of the 
sales force in their problems of selling. 
Commonly, the chairman called for 
volunteers from the class to occupy 
one of the vacant chairs and explain 
to the class some particularly difficult 
situation he had had to meet in the 
field. After he had presented his diffi- 


It must be obvious that there j 
easy way through such a trai 
course as this. It calls for hard , 
on the part of those participating 
often embarrassing hard work. 
is no question but that most of t 
who undertook schedule 
somewhat apprehensive when 
started and there was some grun 
as the program started. But as 


class got under way and it becd 


apparent that the criticism was 
personal and genuinely directed 


ward the correction of weaknes 
and defects, the men and wor 


The 
mac 
mes is 
urvey 
smilies 


culty, he remained seated, to play the entered into the spirit of the he wa 
part of prospect, while other members with genuine good sportsmanship sssion 
of the class came forward to demon- It soon became obvious that qipeekly 


strate how they would meet the situa- 
tion. A wide variety of problems were 
brought out in this way, covering such 


ployees felt slighted if they wert 
called upon to perform and _ faci 
battery of criticism. Sometimes 


lifficulties as getting in the door, gain- battery was a formidable thing 13, 
ing attention, establishing friendli- the very fact that a man or w 12, 
ness, meeting objections raised by the showed that they could “take 4, 
customer, explaining the company’s 00d spirit was in itself a_ tr; 


service, closing the sale. Because they 
were personal and actual, these situa- 
tions seemed alive and interesting and 
kept the group eager to respond. 

\t the finish of each attempted 
solution to the problem, the group was 
called upon for a rating, cards being 
used which were checked by the 


listeners and later handed over to the 


salesman for his own perusal. Grad- 
ing was on the basis of 1 to 10 points 
ior each of the following items, with 
a possible count of 40 on the last: 
1. What can be said of the em- 


Roll-Call of Water Heaters 


for the difficulties and disapp 
ments of sales experience. The 


ticipants were facing the condit 


of actual experience over and 
again and under this rehearsal 


tem, they gradually improved. Fay 
of diction disappeared, awkward 


melted away, they developed ar 


for telling sales points, personal 
pearance and grooming improve 
in short, the salesman took on 1 
personal confidence which comes ft 


being sure of your lines and 


business before vou go on the st 


A. P. Gilbertson, Antigo salesman of the Wisconsin Public Service Co., points to 
some range and water heater users on the company's new floor display. ‘he 
names have been lettered on shade rollers and slip up out of sight when not in 
use. Permanent posting of users’ names on the wall, sometimes resulted in sensit ve 
customers objecting. Each panel of the display has this roll-call feature. 
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Even when we come to the luxury 
«oe of washer selling at about $179.50 
ind a similar proportion holding 
ye. 84% of these washers, accord- 
gto figures of the Commercial In- 
tment Trust Company, were sold 
families with less than $3,000 a 
ar. 41.2% were to families with 


; than $2,000 income per year. 
hese statistics are as follows: 
5000 income and over...... 4.9% 
3000 to 4,999............ 10.8 
10000 2.999... 43.1 

39.2 

2.0 

By occupational groups, _ these 
assify themselves as: 

ite collar... . . 19.6 


The Fourth Survey of Housekeep- 
made in 1939 by Modern Maga- 
mes is highly illuminating. This 
urvey Classifies the use of washers in 
mmilies according to weekly income. 
he washers in use were in the pos- 
sion of families with the following 
eekly incomes : 


Why Washers Now? 


CONTINUED FROM PAGE 13 


People are buying practical, dur- 
able; sensible things instead of lux- 
uries. Things that save them work 
and time and money, things which 
lift their standard of living. 

It is incontrovertible that washers 
are purchased by those who need 
them. Not more than 5% of all Amer- 
ican homes have hired domestic help 
full or part time. 

The wage earners’ families who are 
purchasing washers constitute the 
direct labor group vital to defense 
production. 

The dealers’ work in supplying 
washers to these people is a valuable 
correlative contribution to defense 
work. The dealer can cooperate not 
only in supplying new washers to 
those who must have them, but in de- 
veloping his service facilities in order 
to maintain washers now in use at 
maximum efficiency, thus, in many 
cases, eliminating the necessity for 
purchasing a new machine. 

The dealer can by intensive educa- 
tional work, enable his salesmen to in- 
struct homemakers in the proper use 
of home laundry appliances. And 
above all, both dealer and manufac- 
turer must look to the future. Neces- 


13,604,769 families—Under $20 per week 
12,197,941 families—$20 to $40 per week 

4,194,369 families—$40 to $60 per week 
per week 
1,331,753 families—$80 and over per week 53.9 owned washers — 


1,312,168 families—$60 to $80 


Washers 
40.2 owned washers— 5,741,212 
59.1 owned washers— 7,208,913 
56.6 owned washers— 2,374,013 
48.1 owned washers— 631,153 
717,815 


True Story Magazine made a com- 
tehensive survey in nine cities in the 
wuntry with the following significant 
ndings : 


1) Wage earners as a group are pur- 


ing 69.4% of all the electrical 
wipment sold, they purc! 
0.9 in% 1937. 


{ Wage earners are spending 75.7% 
all the ales being spent for electrical 
qwipment in the United States. 


It is estimated that over 60% of all 
ashers sold go to families with in- 
mes of less than $1500, and that 52% 
fall time selling is to families of 
15300 income and under. 


sary as Home Laundry Equipment is 
now, it will become increasingly vital 
when incomes and wages will have 
stabilized at possibly a lower figure. 
Those who will need washers and 
ironers then will still be those in the 
lower income brackets. 

In order to continue to serve, the 
industry must not slacken in its de- 
velopmental efforts. Greater services 
must be built into forthcoming models. 
Economies in manufacture, distribu- 
tion and selling must be studied. No 
one buys a washer or ironer to whom 
it is not a necessity. The necessity in 
this particular case is a constant and 
growing one. 


“REMEMBER WHEN THEY USED TO SLAM THE DOOR IN OUR FACE?" 
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It's another hit in the UNIVERSAL 
parade that will bring new faces to 
your store and build your reputation for offering big values. 
Beauty is more than skin deep—built-in UNIVERSAL rugged- 


ness, plus a list of features longer than you'll find on many 
washers thatsell for far more—each feature asalesstory initself. 


You can talk double sales talk with this great UNIVERSAL 
value — you can talk features and you can talk price — it's 
tops in features at a rock-bottom price. 


For a Big Boost in Your Washer Sales, Order Now with a supply of 
Leaflets and Ready-to-Print Advertisements. 


THE TRADE MARK KNOWN IN EVERY HOME 


Higher in South 
and for West 


“Conn, 


New Briteia, 
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Utility Brush No. 5 
Radiator Tool 
This Fall, Universal is featuring two new models with the 
usual long discounts and a special $10 trade-in offer for the’ 
customer’s old cleaner. 


Backed by Big National Promotion 


Universal is continuing its newspaper advertising in over 
100 trading areas, and this year has added Outdoor, and Tele §™ 
phone Directory Advertising. Advertisements will stress: 


UNIVERSAL CLEAN-AIR 
CLEANER NO. E65D 


Talk about features—here is the cleaner to 
talk about. Its 13 attachments, Thread- 
Picking, Non-Dragging Nozzle (exclusive 
with cleaners made by Universal), Germ 
Trap Filter and “Tattle-Tale” Light are a 
few of the many famous Universal features 
for bigger profits. 


No. 8 Sere Neo. 3 No. 12 con fl 
Floor Brush Drapery Nozzle of Deodorant 


No. 13 Floor Polisher 
Neo. 10 


No.2 Streight Wend Sprayer 
> 
SS No.1 Straight Wand 


| 


| For a limited time only, your customer's old cleaner§ ....... 
e has a big $10 trade-in value. New 


ar 


2 Universal craftsmanship makes possible better cleaners 
* at unexpectedly low prices even in times like these \, 


time | 
New 


UNIVERSAL CLEAN-AIR CLEANER NO. E50D 


THE ECONOMY MODEL 


State 


This cleaner is built and priced to 
RETAIL *5 495 sell any tank type cleaner in ifs class. predi 


It comes complete with 10 attechments oract 
and many exclusive features including 
ihe Patented Thread-Picking, Self-Cleam R 
© ing Nozzle which prevents dragging oF Matt 
RETAIL sealing when cleaning small rugs. ISIN 


49 5 


COMPLETE WITH 
10 ATTACHMENTS 


popu 
rathe 
and 
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Complete with 
13 Attachments 


LESS ALLOWANCE FOR OLD CLEANER $] (00 


CUSTOMER PAYS 
Profit with Universal Clean-Air Cleaners ¢ 
on both price fronts. Write or wire your 


Universal Cleaner Distributor or the 
factory for full details. 


New Britain, Conn. 
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J. B. Mattox comes from Georgia, but 
was well known in Detroit with Eureka 


peal for help ever written was 
sent by a negro to his former 
employer. It read: 


Prat torts the most pointed ap- 


“Dear Boss: Dey is fixin’ to hang 
} me on Friday and here it am Tues- 
on lay.” 
x in overy When a man, or a family for that 
and Tele tter is on a spot, help from wher- 
i stress: it may come, is doubly welcome. 


That accounts, according to J. B. Mat- 
‘ox, sales manager of washers and 
ironers for A. Baldwin & Company, 
New Orleans, for the fact that wash- 
ets and ironers are being sold in stead- 


r cleaners ly greater numbers in that city. 
ke these blackberry patch in picking 
- time ever had more darkies in it than 


New Orleans has. The Crescent city 
las one of the greatest concentrations 
ff negro population in the United 
States. Because negro help has been 
0 abundant, many a washer man has 
predicted that it was virtually un- 
practicable as a washer market. 
“Relief is doing the trick,” Mr. 
Mattox told ExecrricaL MercHAN- 
usinc. “A vast array of the negro 
population is being fed by the Federal 
government. Most of them would 
tather loaf on this sum than get out 
and work for a somewhat higher wage. 
The result has been to create a scare- 
ity of help and cause a certain ‘uppity’ 
attitude among those negroes that do 
work.” 
_ So, when a New Orleans housewife 
8 stuck with her laundry—and 60 
Percent of A. Baldwin & Company 
Washer sales are to families that are 
out of negro help—one of the sales- 
men trundling up with a washer on 
the trailer behind him is as welcome 
48 manna in Gilead. 


IDISING 
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Relief 7s opening 
Southern Washer Market 


Families Without Help Find A. Bald- 
win & Company Johnny-on-the-Spot 


Baldwin & Company gives its sales- 
men $10 a week and 10 percent com- 
mission. To hold their jobs they have 
to make cold calls two hours each 
morning. Having a washer on their 
trailer behind and being ready for a 
quick demonstration and sale is half 
the battle, Mr. Mattox thinks. Be- 
cause usually the salesman catches the 
citizen in a spot. The negro maid has 
taken a run-out powder and there is 
washing to be done. The family can’t 
get any help and the laundry is piling 
up. These salesmen have no territory 
and can work anywhere their hearts 
dictate. They are given 30 days pro- 
tection on prospects and encouraged 
to have a bunch of bird dogs. 

The firm has three men in the Serv- 
ice Department and the foreman is 
handed a $5 bill whenever he busts in 
with a lead that results in a sale. 

A. Baldwin & Company rebuilds the 
trade-in washers that it gets and has 
no trouble disposing of them. So ac- 
tive is the demand that Mr. Mattox 
says they will take certain Maytags 
in on trade without even a lookover. 

While the store sells a lot of wash- 
ers to negroes, no demonstrations are 
put on in negro homes. Negro credit 
is checked by calls and the firm em- 
ploys a negro man who handles the 
collections with the colored race. Mr. 
Mattox judges the colored man’s qual- 
ifications for credit by the amount of 
time he has spent on the job. When 
properly passed on it is all right, as 
evidenced by the fact that C.I.T. in 
New Orleans takes the paper. 

“Little things tip you off when 
everything isn’t all right,” Mr. Mat- 
tox says. 
a negro home to check up on the 
credit and was putting down my data 
when the phone rang. This negro 
woman proceeded to pretend over the 


phone that it wasn’t her. In a moment | 


I understood that she was running 
from somebody and decided it wasn’t 
going to be me in the future.” 


The firm of A. Baldwin & Com- | 


pany both distributes and retails. In 


the New Orleans store at 335 Barrone | 
it handles Bendix and Maytag wash- | 
ers. Out in the field it distributes and | 


has quite a sideline business with 
butane gas. 

Relations with the New Orleans 
Public Service Company are exceed- 
ingly pleasant, Mr. 


a month from that source. 


But the main point of the story is | 


the fact that relief is breaking New 


Orleans open for washers, and Mr. | 
Mattox thinks that a sad looking lot | 
of negroes are going to be gazing | 


back at their former laundry jobs if 
it ever comes to an end, 


1941 


“The other day I called on | 


Mattox said, the | 
firm getting from six to seven leads | 


5 Star Features 


MULT-I-HEAT CONTROLS with 
SIGNALITE INDICATORS 
WAGIC EVE OVEN CONTROLS 
PK SELECT-A-TROL | 
Se SUPERHEAT UNITS | 


Fr SERV-A-DRAWER 


LANDERS 


FRARY & CLARK 


Dealers everywhere agree 
that UNIVERSAL “switch- 
craft” has produced a fast 
selling Range for bigger 
profits. Only UNIVERSAL 
with its Mult-I-Heat Con- 
trol offers all the features 
that gives the accuracy and 
ease of “Precision Cooking,” 
This year the switch is on 
—to UNIVERSAL! 


National Promotion Tied In 
with the 
Modern Kitchen Bureau 


New Britain, Conn. 
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ABC-O-MATIC Washer 
Altorter Bros. Co., Peoria, Ill. 
Automatic washer. 

Selling Features: Eliminates set tubs and 
all tub rinsing; washes, triple rinses 
in running water and damp dries a 9 
Ib. load in 10 min., the manufacturers 
claim; plastic agitator; spray rinses 
and dip rinses in clean, “scum-free” 
running water, and damp dries by 
pressure; operates easily and effi- 
ciently as portable kitchen unit or as 
permanent home laundry installation; 
compact and easily moved; easily at- 
tached to kitchen or laundry water 
and drain connections.—Electrical 
Merchandising, September, 1941. 


STEWART-WARNER Frozen 
Food Locker 


Stewart-Warner Corp., 
1826 Diversey Parkway, Chicago, Ill. 


evice: Model 501, Eskimo Pantry for 
frozen food storage and freezing food 
at home. 
Selling Features: Table high, opens 
from top in double-door picnic basket 
fashion ; 5.14 cu. ft. capacity; sub- 
zero “freezing shelf” above freezing 
mechanism, easily accessible; remov- 
able wire basket compartments hold 
foodstuffs; right-angled chilling sur- 
fa es; 4 and 5 in. insulation to insure 
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Device: Apex 


minimum operating costs; equipped 
with the same hermetically sealed 
mechanism as is used in Stewart- 
Warner Dual-Temp refrigerator with 
its own built-in, but smaller freezing 
locker. — Electrical Merchandising, 
September, 1941. 


G-E Disposal 

General Electric Co., Mdse. and Appliance 
Dept., Bridgeport, Conn. 

Model: FA-3. 


Selling Features: New model has been 
simplified and increased in efficiency ; 


fewer parts, smaller dimensions; 
greater capacity of shredding com- 
partment; faster grinding; faster 
pumping away of shredded waste; 
practical elimination of operating 
noise and permanent lubrication at 
factory; “Twistop Control” fits into 
sink drain opening, has 3 positions— 
“on”, “seal” and “remove.” When 
Disposal is operating the Twistop 
control automatically locks in place; 
companion of this feature is the flow 
interlock which makes it possible to 
operate Disposal entrance flanges and 
control of bronze; + h.p. motor com- 
pletely enclosed within unit to pro- 
vide streamlined appearance. 

Price: $99.50 f.o.b. Fort Wayne, Ind. 
—Electrical Merchandising, Septem- 
ber, 1941. 


APEX Cleaner 


Apex-Rotarex Corp., 1050 E. 152nd St., 
Cleveland, O. 
Airline cylinder type 
cleaner No. 140. 


Selling Features: Equipped with high- 


speed 4 h.p. oilless bearing motor, a.c. 
or d.c.; features a replaceable wool 
batt filter which keeps dust out of 
motor; toe-type foot switch of push 
type; flexible hose, reinforced rubber, 
covered with strong braided fabric; 
8 ft. long, including coupling, and 
metal end piece; tools supplied include 
2-piece metal extension wand; super- 
speed rug nozzle; long-bristle round 
dusting brush; floor brush; upholstery 
tool; crevice tool; air filter; hi-pres- 
sure spray gun; gas generator and 
‘an of crystals —Electrical Merchan- 
disi ing, September, 1941. 


Selling Features: 


Selling 


NUTONE Door Chime 


Nutone Chimes, Inc., 3rd and Eggleston, 


Cincinnati, O. 


Model: NuTone Weatherman Door 


Chime. 

Combination 2-door 
chime and Airguide Thermometer and 
humidity gauge; Airguide instrument 
has guaranteed mechanism, large, 
clear dial; easily installed to doorbell 
wiring; baked ivory cover; brass fin- 
ished tubes; less than 9 in. wide and 
long; sounds 2 notes for front door 
and 1 note for rear. 


Price: $6.95.—Electrical Merchandis- 


ing, September, 1941. 


SIMPLEX Ironers 


American Ironing Machine Co., 
Algonquin, Ill. 


Models: S-413C Cabinet Ironette and 


S-413 Table Ironette. 

Features: Model S-413-C, 
Space saver combines Simplex Iron- 
ette and Ironette table into one inte- 
gral unit plus cabinet with Masonite 
top; automatic knee press control; 
automatic pilot light; adjustable 
thermostat; scratch proof chrome 
plated shoe ; 22 in. free rolling roll; 
2 lock casters; standard Simplex 2 
point pressure bracket; 1200 watt 
element. S-413 same as $-413-C with- 
out cabinet.—Electrical Merchandis- 
ing, September, 1941. 
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Landers, Frary & Clark, New Britain, Con 
Models: 


Selling Features: 9 lbs. dry clothe 


UNIVERSAL Washers 


Universal “Wash Whit 
washers E 348 and No. E 248, 


capacity; long wide triple vane ster 
lator designed to develop upper ar 
lower water currents ; cadmium-plate 
6-position. Lovell wringer with 
stripe wringer rolls; tub white po 
celain enameled inside and out; float 
ing power ¢ h.p. motor; Hydro- mat 
flume wringer; select-a-matic pre: 
sure indicator controls wringer pres 
sure and indicates amount of pressu 
being applied, indicator calibrated ¢ 
show proper pressure for differen 
fabrics; protected feeding zone 
front of wringer rolls; push-pu 
safety release bar; friction-driv 
Kwikpump. 

Price: E248 without pump $69.95 
E 348 with pump $79.95.—Electri 
Merchandising, September, 1941. 


ST. CHARLES Cabinets 
St. Charles Mfg. Co., St. Charles, |! 


Device: All St. Charles Steel kitche: 
cabinets 21 in. er more wide can be 
equipped with fluorescent light, 
cessed in specially designed bottom 
plate so that tube itself is not visible 
at normal eye level, providing a clear 
white light over sink, range or cabi- 
net top work surfaces ; convenient 
outlet is provided for appliances: a 
only. — Electrical Merchandisin 
September, 1941. 


v 


K-M Vibrator 


Knopp-Monarch Co., St. Louis, Mo. 

Device: 2-speed vibrator. 

Selling Features: For all types ot mas 
sage, face, scalp and body; eq ippee 
with 4 attachments: soft sponge rub- 
ber, hard plastic ivory ball, soft rub 
ber vacuum cup and rubber ‘ing 
applicator; modern design with easy 
grip, walnut handle; a.c. only. 

Price: $3.95.—Electrical Merch 
ing, September, 1941. 
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/DIS:NG 


OGGONE! This Bendix Home 
laundry business has been going along so fast 
that we hardly had time to paint “QUARTER 
MILLIONTH” on Bendix No. 250,000 when 
it came off the assembly line last month! 


But all of a sudden, something hit us! That 
QUARTER MILLION figure tells a honey of a 
success story, and maybe we ought to do a 
little hollering about it. 


No more than 47 months ago, the first 
Bendix was built ...and by golly, én less than 4 
years, we've wrapped up 250,000! Maybe that 
isn’t such a whale of a lot, and, again maybe 


HEY JOE! HOW YOU SPELL 
QUARTER MILLIONTH 7? 


it is. For we do know that any other major ap- 
pliance you can mention took at least 5 years 


to hit that figure! 


And don’t forget, Bendix wasn’t an industry! 
It was one product in a field by itself! As a mat- 
ter of cold fact, Bendix was not only alone, but 
the whole Bendix idea came in for what you 
might call kidding, suspicion and prejudice. 
Automatic washing was said to be something 
that couldn’t and wouldn't make money for 
anyone. Well... we'll let the record speak for 
itself! 


As long as we're hooting and hollering, we 


might as well add that Bendix No. 250,000 
isn’t just a figure! It’s a pretty hefty sales- 
weapon! For a quarter million Bendix Home 
Laundrys mean a quarter million satisfied users! 


If you’re a Bendix dealer, you know what 
that means... thousands of housewives talk- 
ing automatic washing to all their friends, 
selling the Bendix day in and day out, work- 
ing for you because they're 100% sold on the 
way the Bendix works for them! 


So we wouldn't be surprised .. . if you, your- 
self did a little talking about the quarter 
millionth Bendix these days! 


BENDIX HOME APPLIANCES, INC., SOUTH BEND, INDIANA 
‘The People Who Pioneered and Perfected the Automatic Washer” 
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Youn washing machine prospects want to 
know that the products they buy will give 
long, satisfactory service. This gives you 
an opportunity to create confidence — and 

-by telling them all about the ad- 

vantages of a porcelain enameled tub. 


sales 


You can say that porcelain enamel is a 
true mineral substance fused to a special 
iron at temperatures that would burn other 
finishes to a crisp. Porcelain enamel is not 
affected by heat, soap or washing com- 
pounds. Its high-luster surface is as easy 
to clean as glass and yet is so hard that 
metal fasteners on whirling clothes cannot 
readily scratch it. 

Another important talking point is the 
famous Armco trademark — advertised 
nationally for 27 years. It means that the 
porcelain enamel has been fused on ARMco 


porcelain enamel 


‘the most practical 


Ingot Iron, the “world’s standard enamel- 
ing iron.” 


Write for a free copy of the useful book- 
let, “Selling Points on Porcelain Enamel.” 
And when you order washing machines 
with tubs made of Armco Ingot Iron, ask 
the manufacturer to attach the familiar 
ArMCo label, so you may have the benefit 
of this tested sales-point. The American 
Rolling Mill Company, 2521 Curtis Street, 
Middletown, Ohio. 
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NEW MERCHANDIS 


RITTENHOUSE Chimes 


The A. E. Rittenhouse Co., Inc., 
Honeoye Falls, N. Y. 


Models: Americana series: Betsy Ross, 
Pilgrim, Ensign, Washington; Auto. 
— series: Empire, New Beverly. 

evon, Classic Scroll; Cambridg: 
“4”; and Ambassador. 

Selling Features: Betsy Ross, 2-not 
model for kitchens; white enameled 
finish, 102x7% in. $3.95. 

Pilgrim, single note, bar-type chime. 
ivory enamel with gold finished sound 
bar; 53x6 in. $1 

Ensign, with concealed sound bars 
2-resonance chambers; 2-notes io 
front door, 1 note for side or rear 
also in 1l-door type; ivory enamd 
with gold finished crested ornament 
and resonance chambers; 74x6} in 
$2.95 and $1.95. 

Washington, 2-tone finish—bronx 
and ivory; chime tubes of brushe 
brass; 3rd tube silent; 41x71 in 
$6.95; a 2-tube Washington is als 
available at $5.45. 

Empire, molded plastic housing 
ivory and brass or walnut and brass 
polished brass tubes; 44x72 in; 2 
notes for front door, l-note for rear; 
3-tubes, 1 silent, $7.95 and $9.50. 


Rhythm Master Contro/ 


New Beverly, large plastic housing 
with musical clef trim of polished 
brass; 4 notes timed by Rhythm 
Master, new chime mechanism, fo! 
front door, l-note for side or rear 
$9.95. 

Devon, same as New Beverly wit! 
2-tubes only . . . sounds 2 notes, $6.95 

Classic Scroll, plastic, 2-note mod 
9x7? in. $4.95. 

Cambridge “4” (illustrated) 4-not: 
model; plastic; adjustable volum 
control ; chime notes timed by Rhythn 
Master; special transformet matche! 
to chime; night light concealed unde: 
housing; 48x9 in. $19.95. 

Ambassador, full 8-note Westmin 
ster chimes; 2-note and single not 
also provided; plastic housing, night 
light; 55x94 in. $29.50. 

Ambassador Deluxe, same as Am 
bassador with larger tubes and 4 
bronze shield of heraldic design, $50 
—Electrical Merchandising, Septen- 
ber, 1941. 
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Correction 


The August description of Corovire’s 
new heater erroneously carried the firm 
name as Coroaire Heating Co. It si ould 
be Coroaire Heater Corp. 
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“Te’s the wery beet. I to évery body. 
Find it very esving in 
Mre. H.R. L., Detroit, Mick, 


Haven't 
any repair work done. Wouldn't be without West- 


Mra, R., Whitwell, Tenn. 


Perfect! Clean and reasonable to use. No gucsework 
= heat desired. After 35 yrars use of 
other stowes, it is the best.” 

; Mrs. J. W. K., Lake Worth, Pia. 


for mamy yours but I like 


plates under burners, and cooker 
Mes. D. BH. G., Inglewood, Calif. 


Very thrifty!" 
Mrs. R. BE. McKee, Tarrant, Ala. 
cannot praise this heater enough its efficiency 
is enough to make me forget that I oced hot water. 


It ie always there on tap.” 
Mra. T. B., Chicago, Il. 


swiftly and easily.” 
Mes, P. H. C., 
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P.s. 


“It hae given me exceitent service. Mo repairs of a<ijustments. 
I wouldn't pert with it.” 
Mra. J. P., Progress, Pa. 


“An excelient machine ..+@ joy forever. No repairs necessary.” 
Mra, A. W. K., Taft, Calif. 


“We could not have selected any better than cur soester.” 
Mrs. J., Cleveland, Ohio 


“Completely satisfied. Couldn't hope for any better.” 
Mrs. B.S., Bransville, Ind. 


satisfaction. Our refrigerator is a Westinghouse also. Fine!” 
Mes. L. V. S., Billings, 


“The performance of my iron has been perfect and | am satie 
fied im cvery way. Ironing has been made much cesier.’ 
Mrs. W. &., Portiand, Oregon 


ro DEALERS — In your community, there are hundreds of users who 


feel this same way. And hundreds of others who would like to. Now is the time 
to cultivate them... old friends by good service and friendly calls... new 
tip tiie urge to live 


scarcity will not Jast forever. 
will harvest most after Uncle Sam no longer needs 


with their ppliances 
~ 
| 
“ht hus given perfect satisfaction, Plenty of bot water 
Bail all the time and edde wary Httie to our electrical 
2 Do average of 12 washings week and 
> I have used several makes of machines : 
... 
4 
«+The machine has dome a top fig! ob, efficiently, “ i 
i 
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HANKSCRAFT Egg Cookers 


Hankscratt Co., 
1007 E. Washington Ave., Madison, Wis. 


Model; No. 947 Egg Cooker and 9475S 
Sunray egg cooker set. 
Selling Features: Automatic 
with Sunray red base, 
glass dome and poacher 
Feg Cooker set consists of 947 
cooker, 4 double egg cups in Sunray 
red, yellow, blue and green porcelain 
and a glass poaching dish. 
Price: 947 cooker only $4.95 947-S 
cooker set, $5.95.—Electrical Merch- 
andising, September, 1941. 


cooker 
transparent 
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INTER-MATIC Time Switch 


International Register Co., 
15 S. Throop St., Chicago, Ill. 


Model: TS- 41. 


Selling Features: Low priced time 
switch for single cycle operations 
such as controlling signs, attic venti- 
lating fans, porch lights, etc. Self- 
starting, synchronous motor; indi- 
cator shows whether motor is run- 
ning or not; easily set time dial rang- 
ing from 15 min. to 21 hrs.; automa- 
tic reset; switch may be turned “on” 
or “off” manually whenever desired 
irrespective of time settings; black 
enamel case 7? in. high, 5 in wide, 
3 in. deep; for a.c. only.—Electrical 
Merchandising, September, 1941. 


v 


M-B Bottle Warmer 
Manning, Bowman & Co., Meriden, Conn. 


Model: Aristocrat. 


Selling Features: Aristocrat finished 
in opalescent silver Peacock’ plate; 
other models also available in chrom- 
ium and in pink and blue enamel with 
animal figures on side; all 4 styles 
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Price: 


Selling Features: 


General Electric Co., 
Device: 


Selling Features: 


have vitrified white porcelain liner 
with rounded edges for easy cleaning, 
a false bottom which suspends bottle 
in water and prevents breakage; 4% 
in. high. 

Aristocrat $4.95; other models 
$3.95.—Electrical Merchandising, Sep- 
tember, 1941. 


A-P Oilifter 


Automatic Products Co., Milwaukee, Wis. 
Der VICE 


> Model 246 oilifter for gravity 
fed oil burning space heaters. 
Eliminates necessity 
of “bucketing” oil to have tank full; 
at a 25 ft. lift, the Oilifter has an 
operating capacity of 2 gal. per hr.; 
self-priming—after first priming, the 
Oilifter need never be primed again; 
fast starting—a check valve and re- 
serve cup insure immediate operation 
after long periods of idleness; vane 
type rotary pump is operated by slow 
speed motor mounted in oil resistant 
rubber and flexibly connected to drive 
shaft, eliminating noise, vibration and 
radio interference ; A-P fuel oil Trap- 
It eliminates possibility of dirt getting 
into mechanism and provides fine 
mesh strainer yet causes no notice- 
able back pressure.—Electrical Mer 
chandising, September, 1941. 


G-E Heating Pads 


Appliance & Mdse. 
Dept., Bridgeport, Conn. 


New line of heating pads fea- 
tures new colors and cover materials. 
New pads well pad- 
ded to provide “cushion softness” ; new 
deluxe pad 136Q33 has quilted rayon 
cover in soft pastel shades of blue 
or pink; cover has slide fastener so 
it may be removed and is washable; 
pad is waterproof. Volume of Com- 
fort pad 136Q32 is well-padded and 
waterproof; cover is removable, 
washable with snap fasteners in peach 
or green. 

No 136Q31 has rubberized blue 
cover with fluffy nap; removable 
cover has snap fasteners. 

All above models have 2 non-radio- 
interfering thermostats calibrated to 


Price: 


Models: 


keep pad at positive heating level on 
3- ~temperature switch: “low” 125 
degs.; “medium”, 145 degs and “high” 
165 degs. 

Pad No. 136Q30 has removable rub- 
berized tan cover with fluffy nap, 
snap fasteners ; 3-speeds; equipped 
with 2-non- -radio interfering thermo- 
stats calibrated to restrict temperature 
to 165 degs. 

All pads 12 x 15 in.; equipped with 
8-ft. all-rubber G-E cord with rubber 


plug; ac. and dc.; 50 watts, 115 
volts. 
Price: From $3.95 to $6.95.—Electrical 


Merchandising, September, 1941. 


GEM DANDY Churns 


Alabama Mtg. Co., 
1801 First Ave., N., Birmingham, Ala. 


Selling Features: Mounted on sanitary 


aluminum base with supports; easy to 
clean; detachable stainless steel shait ; 
adjustable aluminum dasher; fits us- 
ers crock or jar to 6 gal.; dasher may 
also be detached for smaller churn- 
ing or whipping cream; specially de- 
signed 110 volt a.c. motor 1/20 h.p. 
deluxe model weighs 8 Ibs; has white 
motor, Neoprene covered supports, 
standard model his rubber covered 
supports, weighs 7 lbs. 

Standard $9.95; Deluxe $14.95. 
—Electrical Merchandising, Septem- 
ber, 1941. 


VACULATOR Coffee Maker 


Hill-Shaw Co., 
311 N. Desplaines, Chicago, Ill. 


Vaculator Pyrex glass coffee 
makers with “Magic-Seal” that elimi- 
nates squeezing, twisting and pushing. 


Selling Features: All nev’ models have 


wide mouth for easy pouring and 
cleaning; no-drip pouring lip; upper 
glass has extra wide funnel tube for 
faster filtering, easier cleaning; easy- 


SEPTEMBER, 


to-use snap-in, tilt-out om: plastic 
3-purpose cover can be used as dys: 
cover, table mat and funnel stan 
Higher priced Oxford models, jflys 
trated, have handle and metal gip 
guard on upper glass to eliminay 
scalded fingers and chipping of upper 
glass. — Electrical 
September, 1941. 
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ECONOMASTER Heater 


Economaster Products Co., 
117 9th Ave., N., Nashville, Tenn. 


Device: Model D, Deluxe heater. 

Selling Features: Diamond grid circu 
flector produces natural circulation 
without fan; gray wrinkle finish wit! 
chrome and vermilion plastic trim 
1320 watts, 110-120 volts, a.c.-de. 

Price: $8.95; also available in antique 
ivory with chrome and black plasti 
trim, $9.95; other models from $7.95 
and built-in models up to 5 kw— 


Electrical Merchandising, September, 


194]. 


VICTOR Ventilator 


Victor Electric Products, Inc., 
Cincinnati, O. 


Device: VS 50-U ceiling type ventilator 

Selling Features: Simple design ; 2 seli- 
acting louvers open and close auto 
matically with starting and stopping 
of fan—1 is placed at end of fa 
housing, the other in outside wa! 
hood; requires ceiling opening of only 
124 x 3% in., can be installed in an) 
ceiling that has air duct betwee! 
floors ; weathertight sealing of louver 
prevents heat loss and back <ralt 
Round grille with easy to clean / oly 
merin finish, outside housing in ug" 
gloss battleship grey enamel. 

Other models in the line of \ ctor 
ventilators include Victor De uxt. 
Standard, Master, Champion ané 
Panel-aire. — Electrical Mercha dis- 
ing, September, 1941. 
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OF A SERIES OF ADVERTISEMENTS 
DESIGNED TO HELP YOU SELL 
REFRIGERATORS FASTER 


Iter ; plasti 
as dust 
inne! st 

odels, 
metal rip 
eliminat 
ng ot upper 
rchandising 


Sure, Tom, talk about the 
safe refrigerant, But always | 


4 d ~ 77 
_ units are finished with dy paca should you say about a refrig- 
- Du Pont DULUX. +a erant? You should be able to tell 
your customer she’s getting a proved re- 


frigerant...one that’s proved its efficiency 
in protecting food in thousands of homes. 
But don’t forget another feature that adds 
greatly to your sales talk. It’s the finish, 
the first thing your prospect notices! 
If your refrigerators are finished with 
Du Pont DULUX (and they probably are, 


| 


sater because the majority of refrigerators to- 
are day have a DULUX finish) you've got 
e, Tenn, effective sales pointsthatscore heavily with 
heater. housewives everywhere. Ease of cleaning 
lation . gleaming whiteness that stays white 
finish wil ... resistance to chipping, cracking, food 
aca and grease stains—DULUxX haseverything 
in — women want in a finish. 

from $795 Point out the Du Pont DULUX seal to 
4. Re 3 your next customer. You'll find it pays. 


DULUX helps sell refrigerators faster! 
E. I. du Pont de Nemours & Co. (Inc.), 
Finishes Division, Wilmington, Del. 


pROFIT FOR you 
IN THIS 


FREE BOOK: 


ad > It’s helping many dealers to more profits. 
Inc., Write for your copy of “How DULUX Has 
Helped in the Sale of More Than 9,000,000 

ventilator Refrigerators.” Write Du Pont, Room 7154-S 
m ; 2 self- Du Pont Bldg., Wilmington, Delaware. 
ose 

stopping 
d of fan 
side wal! — 
od in any 

bet wee! 
of louver 
ck 
ean DULUX 
4 in ng REGUS PAT. OFF. 

FINISH — 
ane, REG. U.S. PAT. OFF. 
MODERN FINISH FOR MODERN LIVING...I¢ saves work 
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Timep To Tue Minute... a 


GLASS COFFEE MAKER 


‘Equipped with the 
standard Silex 
patented Spring 
Tension Filter that 
insures crystal clear 
coffee every time. 
Semi-wide neck, 
good pouring, easy 
cleaning. 


PALEX 


at lowest price 
in Silex history 


SILEX FIRES THE OPENING GUN - A SENSATIONAL UNIT - 


A SENSATIONAL PRICE - FOR MASS ATTACK ON A VOLUME MARKET 


The VICTORY Model is a winner from the word “Gol” . . « — itis your opportunity to capture the ever- 
increasing market for glass cofee makers and to save your otherwise lost metal coffee maker sales. 


Price alone would give the Silex VICTORY Model unquestioned leadership . / . — think of it only $2.45 
for a full 8-cup kitchen model, the lowest price 8-cup model in Silex history . . . — but on top of that, as 
ADDED value is the revival of the Charming Old Sandwich Glass design . . . — sturdy, rugged and beautiful 
Pyrex Brand Glass .. . — this handsome VICTORY Model is low in first cost and low in maintenance cost. 


The VICTORY Model is The Silex Company's contribution to the maintenance of the flow of consumer goods 
which do not interfere with defense production, and at a price that does not encourage extravagance in 
conflict with the drive for the sale of Defense Bonds. 


You can no longer afford to be without an adequate supply of Silex Glass Coffee Makers, they spell 
VICTORY, sales and more profits for your Housewares Department. ) 


/ 
SILEX SELF-TIMING ELECTRIC STOVE For Silex, Cafex, and other glass coffee 


makers. Insures perfect coffee: brew descends automatically when current is cut off. Indi- 
vidually boxed in colorful cartons. Six to shipping case. 


Cat. No. DS8B \ Price $2.50 Excise tax extra. 


THERE IS ONLY ONE. / 
xX VICTORY MODEL 
1 available only through es- 
ett tablished Silex distributors 


THE SILEX COMPANY, HARTFORD, CONN. 
CREATORS OF THE arr MAKER INDUSTRY 
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PEOPLE PRODUCTS - PLANS 


ectrical Merchandising Review of the Month 


September, 1941 


lans, 


he name of 


Nelligan New President 
of Easy 


Election of H. Paul Nelligan as presi- 
dent of Easy Washing Machine Corpo- 
ration, Syracuse, N. Y., was announced 


recently. Mr. Nelligan succeeds J. C. 
Nelson, who resigns the presidency to 
become chairman of the board. 

A director of the company since 1934, 
in 1936 Mr. Nelligan became vice pres- 
dent and general counsel, serving in 
that dual capacity until his election as 
president. He is chairman of the trade 
practice committee of the American 
Washer and lroner Manufacturers’ As- 
sociation. 

Mr. Nelson was vice president and 
general manager of the Easy firm from 
1920 to 1936, when he was elected pres- 
ident and retained his post as general 
manager. 

In commenting on the outlook for the 
future, Mr. Nelligan declared that Easy 
unit sales and payrolls are at an all-time 
high. 


Herman Nelson Buys 
Autovent Fan & Blower 


MOLINE, ILL.—Purchase of the en- 


ire assets and business of the Autovent 
tan & Blower Company, 


Chicago, IIl., 
las heen announced by the Herman Nel- 


on Corporation, Moline, Il. 


Autovent products, including attic 
ventilating fans and window-ventilating 
will continue to be manufactured 
’t the Chicago plant of Autovent under 
ne Autovent Fan & Blower 
Jivision of Herman Nelson Corp. 
ersonnel of the organization will re- 
main unchanged with Joseph E. Truitt 
48 Manager. 
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CONSOLIDATED EDISON QUITS 
CLEANER OFFER; STARTS NEW DRIVE 


NEW YORK—Consolidated Edison 
Company of New York announced the 
termination recently of its Double Bar- 
gain appliance campaign. All available 


stock was sold. The campaign, featuring | 


a Eureka tank-type vacuum cleaner and 
a Schick Flyer shaver, beat all previous 
records, selling 32,000 units in 13 working 
days. 

Orders for 125,000 of the vacuum clean- 
ers were placed December 19, 1940 and 
the campaign was planned to run three 
months. When defense needs curtailed 
manufacturer’s supplies, sales were run- 
ning above 3,000 units a day in Con- 
solidated Edison System 
which these sales were limited. 

The vacuum cleaner with a certified 
regular retail value of $49.95 was sold 
for $22.90 cash or $2 down and $2 a 
month for eleven months and the shaver, 


territory, to | 


valued at $12.50, for $1 in combination | 


with the cleaner. 


The New York utility, at a meeting of | 


approximately 1,000 cooperating dealers 
announced a new electric appliance cam- 
paign to start September 2. The promo- 
tion, to be known as Consolidated Edison's 
Triple Bargain, includes three household 
appliances, each to be sold independently 
—a General Electric AC-DC Superhetero- 
dyne Radio, certified regular retail value 
of $29.95, to sell for $15.95 cash or | 
down and $2.20 a month for six months; 


an Artistic Three-Way Bridge Lamp, 
certified regular retail value of $20.30, to 
sell for $6.95 cash or $1.50 down and $1 
a month for six months; and a Proctor 
Pop-Up Automatic Toaster, AC or DC, 
certified regular retail value of $12.95, to 
sell for $6.95 or $1.50 down and $1 a 
month for six months. 

Starting with a supply of 150,000 appli- 
ances on hand, the campaign will continue 
as long as the supply of existing stock 
lasts, according to E. Jeffe, vice- 
president, Consolidated Edison. Sales 
appliances are available to customers of 
Consolidated Edison System Companies 
only. The promotion will be supported 
with the usual newspaper advertising, bill 
enclosures, truck and window displays. 
Deliveries for cooperating dealers will 
be made by Consolidated Edison. 

As in former campaigns, profits from 
appliance sales made by Consolidated Edi- 
son employees will be divided among co- 
operating dealers. Participants will share 
in the pool on the basis of their sales. 

Also announced recently by Consoli- 
dated Edison was a program for the 
service and repair of all appliances on the 
company’s lines. Standard repair stations 
will be set up with supervised operation, 
prices and terms. The plan includes 
financing of repair jobs and dealers, co- 
operating with the utility company, will 
be invited to take part in the new activity. 


Remington Shaver Men Get Together 


J. S. Engel, general sales manager of the Electric Shaver Division of Remington 
Rand Inc., is shown welcoming some of his district managers to the sales con- 


vention held at Bridgeport, Connecticut, recently. 
G. H. Wright, Chicago District sales manager; 


In the group are (I. to r.), 
W. M. Irwin, San Francisco 


District sales manager; Mr. Engel; J. C. Harper, New York District sales man- 
ager, and K. W. Engel, Los Angeles District sales manager. 
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21,750 IRONER 
ORDERS MARKS 
HURLEY BIRTHDAY 


CHICAGO—An order for 2,000 “Glad- 
iron” household ironers, placed by Elmer 
A. Hamburg, president of Hamburg 
Brothers, Pittsburgh, with Clarence L. 
Doolittle, division manager of the Elec- 
tric Household Utilities Corporation, is 
declared to have broken all laundering 
appliance merchandising records. 

Announced at the countrywide birth- 
day party given in honor of Edward N. 
Hurley, Jr., president of Electric House- 
hold, makers of Thor washers and iron- 
ers, a few days ago at his Chicago head- 
quarters, the Hamburg order proved to 
be almost one-tenth of the entire ironer 
orders presented at the event 

Coast-to-coast “Gladiron” orders 
totalled 21,750, or 6,750 more than the 
quota set in the surprise birthday drive. 

The Hamburg order was declared to 
be the largest single order ever written 
for ironers, just as the grand total was 
asserted to be the biggest day’s ironer 
business ever booked. 

Distributors and the Thor field organ- 
ization joined in presenting Mr. Hurley 
a gold miniature “Gladiron.” Factory 
employees, numbering more than 1,000, 
gave Mr. Hurley a gold defense contract 


factory identification button and a scroll 
|with their autographs, and the effice em- 
|ployees presented him with an inscribed 
‘testimonial with their signatures. 

| Present for the occasion were the com- 
pany’s district and branch managers and 
Thor washer and ironer distributors from 
i\throughout the country. 

| Talks were made by R. G. Chamber- 
‘lain, vice-president of the company, Seat- 
tle, Wash., Irving R. Allen, advertising 
executive, of Chicago, and David O’Brien, 
New York City, general sales manager of 
the Graybar Company. 


Stewart-Warner in New Ad 
Campaign 


CHICAGO — The brand name 
“Stewart-Warner Corporation” is syn- 
onymous with Dual-Temp refrigerators, 
Scotch Maid electric ranges and Concert 
Grand radios. The name also signifies 
South Wind car heaters, Alemite lubri- 
cants and lubricating equipment and 
many other publicly accepted products. 
To “tie- -up” these divergent items in the 
consumer’s mind, Stewart-Warner Cor- 
poration is launching a national cam- 
jpaign of “Corporation” advertising. The 
inew program will point-up Stewart- 
Warner’s reputation for quality and pre- 


cision manufacture. 
First in a new series of four color 
“bleed” advertisements is built around 


Dual-Temp refrigerators and will appear 
jin the August 30 issue of the Saturday 
|Evening Post and the September issue 
lof Fortune. 
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Here’s How You Can 


Make Each Washer Sale 


Bring Bigger Income 


OTPOINT’S Automatic Timer Con- 

trol can be installed on any Hotpoint 

Washer in a few minutes. This great con- 

venience, which turns the washer off auto- 

matically at any time within 15 minutes, 

adds a plus sales feature to the fine line ot 
Hotpoint Washers. 

Now is the time to feature this Hotpoint 
Automatic Timer Control. You can increase 
the sale price of each Hotpoint Washer you 
sell to net you extra income. Regardless of 
the number of washers you sell, this plan 
enables you to realize the maximum profit 
on each individual sale. 

Mail the coupon now for folder describing 
Hotpoint’s new Automatic Timer Control 
Sales Plan. Edison General Electric Appliance 
Co., Inc., 5620 W. Taylor St., Chicago, Ill. 


ELECTRIC WASHERS AND IRONERS 
ELECTRIC CLOTHES DRYERS 


ELECTRIC RANGES « REFRIGERATORS 
WATER HEATERS + AUTOMATIC DISHWASHERS 
ELECTRASINK «+ STEEL KITCHEN CABINETS 
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HOTPOINT 
WASHER DEALERS 
MAKE EXTRA PROFIT 


This Hotpoint Automatic 
Timer can be installed on 
any Hotpoint Washer model. 


dition 
ber 
resid 
mino| 
dition 
ings, 

Cond 


The regular washer plug is connected to special outlet of 
Hotpoint’s Automatic Timer. Timer extension cord is plugged 
into power supply and the washer becomes automatic. 


5620 West Taylor Street, lil. 


Please send mie Broadside describing Ho 
Automatic Timer Control. 


Address 
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An interesting threesome at the Clinic: 
Virginia Hart of House & Garden, and 


Eloise Davison, N. Y. Herald-Tribune, 
Annabelle Fisher of American Home. 


Universal's Bill Cashman expresses in- 
terest in an across-table viewpoint, with 
Helen Kendall of Good Housekeeping. 


Universal's Julius Milkey poses with 
Katherine Fisher, Director of Good 
Housekeeping Institute (left). 


EE | Survey Shows Growth of Air Conditioning 


NEW YORK—A definite trend to- 
vard smaller capacity individua! air con- 
fitioning units, sharp increases in num- 
ber of air conditioning installations in 
residences and public buildings, and only 
minor changes in the total of air con- 
litioning installations for office build- 
ings, theatres, etc., are shown in the Air 
Conditioning Survey for 1940. Just re- 
cased by C. E. Greenwood, Commercial 
Director, Edison Electric Institute, the 
survey covers last year’s air conditioning 
activities of 177 electric utility companies, 
serving a total population of 79,462,730, 
or almost two-thirds of the nation’s 
population. 

The number of air conditioning instal- 
lations reported totals 63,468, with a total 
horsepower of 1,083,121, and is broken 
lown into thirty classifications of air 
conditioning installations. 

For the first time the Air Conditioning 
Survey offers summaries by geographical 
areas. Air conditioning installations prior 
to 1939, during 1939 and 1940, and total 
installations to January 1, 1941 are given 
lor (1) New England (2) Middle Atlan- 
tic States (3) South Atlantic States 
(4) East North Central States (5) East 
South Central States (6) West North 
Central States (7) West South Central 
States and (8) Mountain States and 
Pacific. An overall summary, showing 
thes« statistics as compiled for the entire 
Nation, is also provided. 

The trend toward smaller individual 
unit. is definitely shown in the residential 
hgures, which increased from 2,972 in- | 
Stallations in 1939 to 5,242 in 1940, 
while total horsepower increased only 
from 3,928 to 4,009. The average horse- | 
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power per installation for 1939 is 1.3 hp; 
for 1940, only .7 hp. 

Air conditioning installations in most 
types of large buildings, such as depart- 
ment stores, office buildings, etc., show 
comparatively small increases over 1939. 
While air conditioning of public build- 
ings shows a decrease in number of in- 
stallations, from 62 in 1939 to 46 in 1940, 
the total horsepower of these installations 
shows a sharp increase—from 3,696 hp in 
1939 to 15,109 in 1940, which reveals 
the increased size of average installa- 
tions during 1940 

Major increases are reported in the 
number of installations in small stores 
and offices, with the average horsepower 
per installation decreasing. 

The largest increases in industrial air 
conditioning installations are reported for 
the food processing, metal working and 
textile manufacturing industries. The 
food processing industry maintains its 
lead in number of industrial installations, 
and is followed by candy manufacturing, 
fur storage, drug and chemical manu- 
facturing, and printing and lithographing, 
in that order. 

The accent on high precision work in 
the defense program has brought air 


conditioning, with its ability to maintain | 


closely controlled conditions that are vital 
to many manufacturing processes, to the 
favorable attention of many industrial 
executives. 


The Air Conditioning Survey for 1940 
is available from the Commercial Depart- 
ment, Edison Electric Institute, 420 Lex- 
ington Avenue, New York, N. Y., at 
$1.00 per copy. 
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right: 


McCall's Arthur Hirose inspects Universal's new 
of Hardy Payor during the men's get-together at the Kitchen Clinic. 
Universal's sales promotion manager W. J. 


"“Coffeematic” under the eyes 
Left to 
(Bill) Cashman, Columbia 


Broadcasting’s Hugh Cowham, Hardy Payor, Arthur Hirose, Universal's Harry 
Parsons and Gilbert Goold of Barton & Goold, "Ad" agency. 


In a corner of the Home of Electrical Living, discussing vitamins and defense. 
Background: Arthur Hirose, McCall's, Universal's Harry Parsons, Kathleen Robert- 
son, McCall's, Ada Bessie Swann of Woman's Home Companion and Grace 


Pennock of Ladies’ Home Journal. 


Foreground: Lynn Fox director of Universal's 


Home of Electrical Living, Marguerite Locke of American Home, Universal's 
Lilyan Tinsley and Elizabeth Beveridge of Woman's Home Companion. 


MKB ANNOUNCES FALL WATER HEATER DRIVE 


NEW YORK—The Modern Kitchen 
Bureau’s Fall water heating promotion, 
made possible by participating manufac- 
turers, is a merchandising drive in a new 
dress. Explained in detail in an attrac- 
tive 12 page green plan book that has 
been mailed to a utility list of 5,000 to- 
gether with samples of materials, the 
campaign cashes in on the news value of 
the football season and sets up merchan- 
dising drives for utilities and dealers. 
The football atmosphere is carried out 
throughout the plan book and the cam- 
paign materials. Donald Duck scampers 
about -all over the sales gridiron and 
points the way to touchdowns in record 
sales. Climaxing with a utility-dealer 
“football contest” that awards prizes to 
winning salesmen, the campaign is re- 
plete with new promotional pieces and 
local newspaper advertisements. 

New in the Donald Duck family of 
water heater promotions is a four foot 
display cut-out showing Donald and his 


_ nephews racing for a touchdown carry- 


ing with them the “convenience”, “com- 
fort”, “cleanliness” and “safety” of elec- 
tric water heating as the football forma- 
tions. “When low cost luxury is your 
GOAL, go Electric!”, says Donald in 
the display, with a tag line of “Modern 
Electric Water Heaters.” 


Four full color counter cards, each 
different in design and color and each 
carrying a different message, supplement 
the large cut out and make excellent 
material for use in competing for the 
window and floor display cash prizes 
which are again an offering of the Bu- 
reau. Newspaper ads, illustrated by at- 
tractive halftone photographs of the 
services of electric water heating, are 
supplied dealers in mat form. Direct 
mail pieces in color including large self- 
mailers and smaller bill stuffers are also 
included. A full pictorial explanation of 
the two display contests is included in 
kits mailed out as is a special folder 
on radio spot advertising telling about 
the Bureau’s new transcription of one 
minute dramatized announcements. Radio 
transcriptions were used in the spring 
campaign. Sixteen announcements in 
verse and song, actively selling the 
services of electric water heating are 
made available at only $2.50 per trans- 
cription. 


Free sample kits and plan books are 
available and the Bureau requests that 
any utility that has not received one, 
write to the Modern Kitchen Bureau, 
| 420 Lexington Avenue, New York, and 
| a copy will be forwarded. 
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Imagine—a 4-weeks’ Cruise! 


Extra Anpliance Sales 
Helned Mahe Jt Possible 


HRY JORDAN came out on top in the annual appliance 

sales drive—and that meant extra commissions and a cash 
prize. So he and Mrs. Jordan could afford to take that cruise 
they’d been planning for two years. 


Ask Harry and you'd find that one reason he sells so many refrig- 
erators and washers is that to prospects he always makes a big 
point of the fact that his units are equipped with G-E metors. 
This helps him close more sales. 


G-E MOTORS HELP YOU SELL 


Are your appliances equipped with G-E motors? If so, capitalize 
that fact. It pays. You can swing more sales your way with 
this extra sales point. People know they can depend on G-E 
motors. 


Take a tip from this. When dealers were asked, ‘‘What makes, or 
brands, of electric motors in your opinion would make it easier 
for you to sell appliances?”’ 84% named General Electric. 


More than four million sets of hermetic motor parts for 
domestic refrigerators have 
been built by General Elec- 
tric. Carefully insulated with 
high-quality materials and 
built with solid one-piece 
cast-aluminum rotors, these 
motors help salesmen close 
sales. Let them help you— 
specify G-E motors. 


General Electric Company, Schenectady, N. Y. 


GENERAL ELECTRIC 
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E. W. "Gene" Commery in charge of residential lighting for G-E; Harold Green, 
sales promotion; E. D. "Ed" Stryker and P. C. ‘Phil’ Sowersby of General Elec- 
tric's Lamp Department at Nela Park, Cleveland, pose for a shot during the 


fluorescent meeting. 


FLUORESCENT FIXTURE MANUFACTURERS 
MEET WITH GENERAL ELECTRIC 


CLEVELAND, OHIO—With sales of 
some 30,000,000 fluorescent lamps pre- 
dicted for the year 1941 and the market 
for this new type of lighting expanding 
at an astonishing rate, General Electric 
engineers and lighting executives played 
host to a group of 181 manufacturers of 
fluorescent lighting fixtures at Nela Park, 
Cleveland recently. 

Purpose of this “historic get-to-gether” 
was to discuss mutual problems which the 


| growth of fluorescent lighting brought 
_ about in the past year. 


Extensive plans 
were formulated to establish the smooth- 
est possible co-operation, co-ordination, 
and correlation between G.E. Lamp De- 
partment fluorescent activities and those 
of the numerous fluorescent fixture manu- 
facturers. Present and future effects of 
National Defense priorities were thor- 
oughly discussed. Flexible plans de- 
signed to one with the government, 
yet to give F-lighting groups an equal 
opportunity to profit fairly in the new 
field, were also drawn up. 

Talks covering every angle of the 
fluorescent lighting picture were given 
by leading men of the lamp and fixture 
business in attendance. 

The meeting and program were organ- 
ized by a committee of Nela Park execu- 
tives headed by E. D. Stryker who served 
as one of the co-chairmen. Other chair- 
men were R. P. Burrows, assistant sales 

romotion manager at Nela Park, and, 

ard Harrison, director of the Nela 
Park engineering department. 

After a key-note address welcoming the 
group to Nela Park, M. L. Sloan, direc- 
tor of manufacturing for GE Lamp De- 
partment, was followed by N. H. Boyn- 
ton, general sales manager of G.E. Lamp 
Dept. 

Mr. Boynton warned the group not to 
be content with the present fast growth 
of fluorescent fixture business. It may 
be a 250 million dollar market today, 
he said, but it is likely to be a billion 
dollar market in 1942. He traced the 
rapid growth of F-lamp business since 
its beginning three short years ago and 
projected “the up-swing into the future.” 
He contrasted it with the relatively slower 
growth of the radio and auto in each 
of those units’ hey days. He said their 
was a lot of room for all F-lamp fixture 
makers in all price brackets but added 
that “all the lighting of the past 60 years 
will have to be done over again, that 
it will be at a rate that staggers the 
imagination, and therefore watch your 
position. Chances are you will see your 
business increase 200, 500, and perhaps 
1,000 per cent over the present.” 

He outlined the primary and secondary 
distribution systems of GE’s lamp depart- 
ment—with its 487 wholesale agents and 
140,000 retail agents (ten thousand of 


whom are of the “large” class of retailer 
He pointed to the thousands of hardwar 
stores, electrical contractors and other 
who handle GE Mazda fluorescent lam; 
and likewise can serve the fluoresce: 
fixture manufacturer in many ways, c 
operatively, profitably. 

Ward Harrison said there are 5,00) 
F-lamp fixtures on the market, yet ther 
are few, if any, which consumers car 
standardize upon. He touched on t 
requirements of design for such unit 
and their suitability for such uses as draft 
ing rooms, lathes, and other needs {i 
lighting. W. C. Brown of Nela Pari 
and next president of the I.E.S. thar 
covered in detail the kind of coffers and 
troffers required to reduce even furthe 
the low brightness of fluorescent lamps 
when hung low in the line of vision. 

James Ketch of Nela Park made 
plea for broader accessibility of approved 
commercial fixtures. The store fixture, 
he said, has three jobs to do, namely, to 
create atmosphere; to attract buyers’ at: 
tention; and permit appraisal. 

Ketch said that in traffic and sales 
areas, fluorescent lamps can be used most 
effectively to move “impulse items”, that 
is, those without the fast sale of whic 
the merchant cannot make a reasonable 
profit. “We have been selling genera 
lighting. But that is only half the jo! 
The other job is the special lighting 
application: in niches, in show cases 
and for special displays,” he said. 

Home lighting specialist E. W. Con 
mery of Lighting Research Laboraton 
at Nela said that while F-lighting ‘ 
the home had as yet barely hatched, the 
design for good residential F-lamp fix- 
tures had begun. Some idea of that 
progress, he said, was already on display 
in the well-lighted model home in the 
GE Institute at Nela. This demonstra- 
tion, as well as F-lighting for commerce 
and industry, was one of the high points 
of the program. The linear dimension 
of GE fluorescent lamps, Commery said 
holds great opportunity for the design 
many new fixtures which will do a muci 
better job in lighting the home than wha! 
is available today. Many people, he sai 
are so bent on having daylight fluores 
cent kitchens that they are paying up t 
$20 for custom-built fixtures. 

Ballasts for fluorescent were discusse 
by P. M. Staehle, M. I. Alimansky, C. V 
Kronmiller; starters, lampholders ané 
accessories by Foster, F. C. De 
Reamer, and F. C. Ralph; lamp develop- 
ments by A. B. Oday, G. E. Inman an 
J. D. Ceader; plastics by G. G. Jeter 
and. D. S. McKenzie. Sales prom tio 
on fluorescent came in for expert a” 
dling on the part of H. Freeman Barner: 
A. F. Loewe, D. R. Grandy and F. D. 
Stryker. 
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ELOISE DAVISON 


Eloise Davison Named 
Assistant Director of 
Civilian Defense 


YEW YORK—Miss Eloise Davison, di- 
ector of the Home Institute of the New 
wk Herald-Tribune and nationally 
wwn in the field of home economics, has 
een named assistant director of the Office 
Civilian Defense. Mayor F. H. La 
wardia of New York City is the national 
ector of OCD. 
Miss Davison will be in charge of many 
the volunteer activities in the civilian 
fense program, including enrollment o 
men in such services as air raid war- 
ens, nurses’ aides, driver corps and 
mergency food and housing. 


Established courses in 
household engineering’ 


Miss Davison is a native of Ohio. She 
as graduated at Ohio State University 
ith the degree of Bachelor of Science; 
om lowa State College, as Master of 
Science; and did post-graduate work at 
the University of Chicago, the Engineer- 
g School of New York University and 
the New York School of Social Research. 
She taught in the public schools in Cin- 
nnati and later served as Home Demon- 
‘tration Agent in Ohio and subsequently 

the Department of Home Economic; 
t Ohio State University. As associate 
ofessor at Iowa State College (Ames, 
‘owa), she established and directed grad- 
ate courses in household engineering, 
Miss Davison at one time was home 
onomics adviser and consultant in 
wusehold engineering for the National 
lectric Light Association and director of 
the Domestic Electric Service Program 
r the Tennessee Valley Authority. 
Miss Davison is a member of the Amer- 
an Home Economics Association, the 
American Dietetic Association, the So- 
ety for the Advancement of Manage 
ment, the American Association of 
nivetsity Women, the American Acad 
emy of Political and Social Science 
vamma Phi Beta, Phi Kappa Phi, and 
‘gma Alpha Tota. 


Crosley Refrigerator 
Shipments Up 94°, 


CINCINNATI, O.—During the first 
ali of 1941, 94 per cent more Crosley 
'elrigerators were shipped than during 
the first half of 1940, according to Robert 

etrie, vice-president in charge of 
sales. This compares with an increase 
or the refrigeration industry, during the 
same period, of 31 per cent. 


If major appliances become scarce in 1942, it’s 
just good business to have diversified lines to 
maintain your volume. 

White is proving a perfect partner for present 
lines because: 


THERE’S SALES APPEAL IN THESE 
FURNITURE-STYLED WHITE ELECTRICS! 


Complete price range fits all budgets. 
Any room a sewing room with a White. 
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5 FACTS ABOUT SEWING MACHINE SALES AND PROFITS 


1. The sewing machine market is rising towards a million units 

a year. 

White offers the only nationally advertised line available 

through regular channels. 

3. White discounts are extremely liberal. 

4. You can expect a generous share of the local market, as a 
‘check of the competitive situation will show. 

5. White hi offer | opportunities for on-the-spot 
demonstrations that result in sales. 


Big Sales Season Starting 

The next four months probably will set a new 
high for sewing machine sales. Territories are going 
fast, since we want to keep them uncrowded. 

If you want to be in on this peak, and if you 
qualify as a better than average dealer, send in the 
coupon today for full details! 

WHITE SEWING MACHINE COMPANY 


Factory and General Offices—Cleveland, Ohio; Pacific 
Coast Offices — Western Merchandise Mart, San 
Francisco, California; In Canada — Toronto, Ont. 


| White Sewing Machine Company, Cleveland, Ohio | 
1 Show me how White Sewing Machines can fit into my 
business and make me more money. 
Name Title 
| Firm Name | 
Street — 
| City- State | 
FL-941 4 
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Has New Job — 
% .~ SEWING MACHINES 
I.E.S. than Since 1576 
| 
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TOASTMASTER RETAILERS 


, 
W. are extremely sorry if you haven't received enough Toastmaster products to satisfy 


your demand. For reasons beyond our control, we are currently unable to produce them 


at the unprecedented rate they're being sold today. But we pledge our wholehearted 


REASON FOR TREMENDOUS DEMAND 


The unvarying quality of Toastmaster products 
and the many conveniences they offer have been 
presented to the public through consistent national 
advertising over a period of several years. A great 
future demand for them was built up. Today, with 
national income exceeding even the peak year 
1929, consumers heretofore unable to buy, now 


can and want to buy them. 


NATIONAL DEFENSE COMES FIRST 


We are also suffering from material shortages due 
to the National Defense Program, as are most 
hard-goods manufacturers. We made no attempt 
to buy up or hoard large quantities of materials, 
but are relying on our suppliers with whom we 
have done business for years to treat us fairly. We 
know they will take care of us as best they can, 
consistent with the effort of all of us—manufac- 
turer, wholesaler, and retailer alike—to cooperate 
with our Government in the National Defense 
Program. 


efforts to see that you receive your fair share. To do this, since June 1 we have allotted 


merchandise to our distributers—large and small alike—on a definite prorata basis. 


DEPEND ON YOUR PRESENT DISTRIBUTOR 


Your present distributor is sincerely endeavoring 
—by the same method of allotting merchandise 
fairly —to take care of his regular retail accounts. 
He may not be able to supply the entire demand, 
but we feel that he will be in a position to supply 
you with Toastmaster products continuously 
throughout the fall season. We ask that you be 
patient with him and depend on him, rather than 
attempt to buy from new sources. Other distribu- 
tors, too, you see, are playing the game fairly by 
taking care of their own regular customers. 


PLEASE REMEMBER 


Toastmaster* policies have always been founded 
on fair dealing with every customer. You have our 
pledge to continue these same policies, with the 
sincere hope that we will merit your continued 
good will in the future. 


TOASTMASTER 


* ToastMaster” is a registered trademark of McGraw Exvectric Company, Toastmaster Products Division, Elgin, [linois. 


Copyright 1941, McGraw Electric Co. 
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pHIL ADELPHIA—Election of Larry 
Gul former executive vice president, 
office of chairman of the board of 


Corporation, was announced re- 
atly. Several other promotions were 
so made public at the same time. John 


wilantyne, former treasurer, was elected 
president in charge of operations; 
thomas A. Kennally, formerly general 
jes manager, was named vice president 
charge of sales; W. R. Wilson, con- 
soller, succeeded Mr. Ballantyne as treas- 
er; and James H. Carmine, former 
sistant general sales manager, 
meral sales manager. 


TOM KENNALLY 


James T. Buc kley 


, who has been presi 


Lompany. 


Thomas who has 


A. Kennally, 
the 


board of directors, 


all Philco products. 


SING 
cLECTRICAL 


became 


las been elected vice president in charge 
t operations. In this position he will be 
in charge of the detailed operations of the 


been 
general sales manager and a member of 
has been elected 
Vice president in charge of sales and will 
de responsible for the merchandising of 


The present Philco management group 


MERCHANDISING—SEPTEMBER, 


New Positions 


of the Month 


FAIRBANKS, MORSE & CO. 
S. G. Eaton, manager of the Cincin- 
nati Branch, Fairbanks, Morse & Co. has 


just announced that Mr. Arthur C. Traub, 
formerly sales promotion manager of the | 
same branch house for Fairbanks-Morse, 


has recently been placed in charge of 
| 
LARRY GUBB | 
| 
ARTHUR TRAUB 
Election of Mr. Gubb to the office of 
airman of the board marks another : 
step in the development of Philco Corpo- | the Dealer Sales Department for that 
ration. With the recent entry of Philco | territory. He succeeds J. A. Reenan, re- 
to the field of national defense work, in signed. 
addition to its activities in the radio, 
refrigeration, and air conditioning indus- | 
tries, the duties and responsibilties of | 
wlicy-iorming management have become | Easy Washer 
nmreasingly heavy. It is in this phase of | W. Homer Reeve. who has been 
the Corporation's activities that Mr. Gubb serving as acting sales manager of 
s expected to make an even greater con- Easy Washing Machine Corporation, 
tribution to the corporate management. Syracuse, N. Y., has been appointed 
sales manager of the company, it has 


been announced by H. Paul Nelligan, 


W. HOMER REEVE 


lent of Philco since 1939, will continue | newly-elected president. He assumes 
n that office. Mr. Buckley has been | complete responsibility for Easy’s 
associated with Philco since 1912 and | sales and merchandising activities. 

as served in an executive capacity for Mr. Reeve joined Easy two years 
many years. ago to direct an extensive dealer de- 
John Ballantyne, formerly treasurer | velopment program for the corpora- 
and a member of the board of directors, | tion. Previously he had served for 


several years as a sales executive with 
the Frigidaire Corporation in the 
Household Division. 


Belden 


In order to facilitate co-operation with 
the national defense program, the Belden 
Manufacturing Company has appointed 
a Defense Co-ordinator and a Manager 


Which, together with their junior asso- | of Priorities Division, it was announced 
Ciates, have been largely responsible for | by Whipple Jacobs, president of the 
the Company's record of uninterrupted | company. 

sfowth and progress, will continue to E. V. Blake, eastern manager for the 
guide and direct its affairs and to have | firm, has been named Defense Co-ordina- 
the largest financial interest in the Com- | tor. “He will maintain contacts with 
pany | Office of Production Management and 


1941 


Office of Price Administration and Civil 
Supply in Washington,” Jacobs said. J. 
V. Van Buskirk, tormerly in the sales 
department, heads the Priorities Division 
of the company. 

The appointments, according to Jacobs, 
are part of the company’s own effort to 
co-ordinate defense activities. The Belden 
Manufacturing Company, with plants in 
Chicago and in Richmond, Indiana, is 
one oft the largest manufacturers of wire 
for specialized uses and is involved in 
defense work as a sub-contractor for 
manufacturers of such defense materials 
as airplanes, tanks, half-tractors, signal 
corps equipment, and the like. 


Norge 


Appointment of Arch Black, export 
manager for Norge Division, Borg- 
Warner Corporation, to the additional 
post of commercial sales manager, was 
revealed recently by M. G. O’Harra, vice- 
president in charge of sales. Simultane- 
ously, O’Harra announced the appoint- 
ment of James Chapman as assistant com- 
mercial sales manager. 


ARCH BLACK 


Black has been with Norge continu- 
ously since joining the commercial sales 
department of that company, in charge 
of export sales, in 1937. He was ap- 
pointed export manager in June 1940. In 
1930 he participated actively in the organ- 
ization of the Liquid Cooler Corporation, 


Detroit, now the Temprite Products 
Corp., and served for three years as 
director of service. Subsequently, he 
was chief engineer for the Melchior- 


Armstrong-Dessau Company, New York, 
spending much of his time abroad in sup- 
ervision of the engineering problems in- 
volved in that company’s export trade. 


| 
| 

Malcolm T. Bard fills the 

newly created post of man- 

ager, Commercial Refrigera- 


tion Sales of the Airtemp Di- 
vision of Chrysler Corpora- 
tion. His headquarters will be 
at the Airtemp plant, Dayton, 
Ohio. 


Premier 
CLEVELAND, O. — R. B. Wilson, 


executive vice president and sales man- 


ager of the Premier Division, Electric 
Vacuum Cleaner Co., Inc., an- 
nounced the appointment oi R. Berke 


ley as New York Division ad manager, 
effective August Ist. 


E. R. BERKELEY 


Mr. Berkeley moves to New York 
from Chicago where, as Division sales 
manager for the Premier Company dur- 
ing the past four years, he has been 
unusually successful. 

Premier's territory has, in turn, 
been given to H. LU. Mann, who recently 
announced his as wholesale 
sales manager of the Premier Company 
effective August Ist in order that he 
might become a manufacturers’ agent on 
major appliances. 


H. U. MANN 


Mr. Berkeley's association with the ap- 
pliance business dates back over a num- 
ber of years. Before joining the Premier 
Company four years ago, he was associ- 
ated with one of the larger refrigerator 
manufacturers in the capacity of a mer- 
chandising executive. Prior to that, Mr. 


Berkeley was the Appliance Department 
Buyer for the Hecht Company, Wash- 
ington, D. C. 


L. R. BEAVIS 


Mr. Berkeley replaced Mr. L. R. 
Beavis, who has been New York Division 
Manager during the past five years. Mr. 
Beavis is organizing his own distributing 
firm, which to be known as Premier 


is 


| Vacuum Cleaner Distributors, 31 Central 
Avenue J 


Building, Newark, N. | 
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CENIRS 


\-C matching sinks and cabinets of all steel 
construction are modernizing kitchens all 


over America . and it is not alone the 


women folks who are your prospects. Just 
talk to any Dad who is proud of his home, 
and you'll find he has a lively interest too. 
He'll appreciate the sturdy construction, the 
streamlined beauty, the convenience fea- 


tures, and moderate prices of Auburn 


Central Pak-Age kitchens. He'll like the 


idea of buying a few pieces at a time . 


gradually improving his kitchen as_ his 


budget will allow. 


HERE'S THE COMPLETE LINE sink 
cabinets, base cabinets, wall cabinets, utility 
cabinets in a multiple of sizes for a complete 
ensemble or only a few pieces. The line for 
quick sales and generous profits. Write, phone 


or wire for details! 


AUBURN CENTRAL MANUFACTURING CORP. 


CONNERSVILLE, INDIANA 


AUBURN CENTRAL SINKS AND CABINETS — BUILT LIKE A FINE AUTOMOBILE! 
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Oh, Daddy! | Wanna.... 


General Electric went backstage of the 
Roxy Theatre in New York City to get 
this shot of the gals enjoying a G-E port- 
able radio with self-charging battery. 
Anyway, it's nice cheesecake. 


New Product Makes 
It Schick, Inc. 


STAMFORD, CONN.—Presaging the 
introduction of a new product in the near 
future, the name of Schick Dry Shaver, 
Inc., has been changed to Schick Incor- 
porated, it was announced by Ralph J. 
Cordiner, president. Further informa- 
tion regarding the expansion program 
and the new product which is unrelated 
to electric shavers will be forthcoming 
shortly, Mr. Cordiner advised. 

No change has been made in the offi- 
cers of the company, it is reported. Mr. 
( ordiner is president, Kenneth C. Gifford 
vice president in charge of sales and 
advertising, A. F. Fisher vice president 
in charge of manufacturing and engi- 
neering, R. R. Merkle secretary and 
treasurer, and Claude J. Hendon vice 
president of Schick Service, Inc., for- 


merly the Schick Shaver Service Cor- 
poration, 

Schick’s addition of a new product 
marks the beginning of an expansion 


program, Mr. Cordiner said, which 
does not indicate any intention of chang- 
ing the dominant position the firm holds 
in the electric shaver industry. A con- 
tinuing increase in electric shaver sales 
is anticipated for an indefinite period, 
he believes. The market is far from 
saturated and, with a large percentage 
ot the 1,200,000 young men starting to 
shave every year using electric shavers, 
any ceiling is difficult to visualize. 


YPS Streamlines Cabinet 
Sink Line 
WARREN, O.—Production of a new and 


simplified cabinet sink line is announced 
by Youngstown Pressed Steel Division, 


Mullins Manufacturing Corporation for 
immediate shipment to distributors and 
dealers In consolidating the line to 


seven models, officers of the company see 
the chance to make faster deliveries in 
the field and concentrate factory resources 
on the most popular units. 

In bringing the line down to seven 
models the buying public indirectly bene- 
fits. It is pointed out that the most de- 
sirable features of the entire line are to 
be incorporated in the seven cabinet sinks 
which have been restyled. 
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Average Washer Buyer 
Has $1,500 Incom 


Facts From Washer 
Association Surya 


CHICAGO—The average midsumm, 
1941, buyer of a household washer 
from a tamily with an average an 
income of $1,560.27, according to an 
dustry survey just completed by | 
Bohnen, Chicago, executive  secreta; 
treasurer of the American Washer 4 
lroner Manufacturers’ Association, So, 
customers are from families with yea; 
incomes as low as $583.32. . 
The report is the result of inquir 
directed by twelve manufacturers, me; 
bers of the association, who sent reques 
to dealers throughout the country, { 
reports on the annual incomes of thy 
latest washer buyers. Information 
received from twenty-five states, on 17] 


current customers. The states: 0 
Indiana, Colorado, Kansas, Illi: 
North Dakota, Minnesota, Wiscons 


Pennsylvania, Arizona, California, Ke 
tucky, Texas, Virginia, Tennessee, Was 
ington, Alabama, Utah, Iowa, Michiga 
Louisiana, Massachusetts, New Yor 
New Hampshire and Montana. 

“Highest purchasing power was ind 
cated in a group of ninety custome 
reported by one dealer, their incom 
averaging $3,092,” said Secretary Bo’ 
nen. “Next highest stood 113 custome 
of another dealer, with an average 
come of $2,132.20. Lowest were twenty 
one, with average yearly incomes | 
$708.48, and nine, averaging $583.32 

“The survey goes far toward dem 
strating that buying of household was 
ers in general is concentrated in 
lower income levels, as had been shoy 
a few weeks earlier in a market analys 
reported by one manufacturer. His sus 
vey of 2,000 recent buyers showed t 
more than 60 percent of them had } 
comes of less than $1,500. 

“All this is direct evidence that was 
ers are bought preponderantly in 
income brackets where they serve a dis 
tinct economic need and thus are 
essential utility. It is an immense mar 
ket, for since 1929 the number of fan 
lies with annual incomes of $1,500 
less has grown from 15,000,000 
20,000,000, and there are 60,000,000 pe 
sons living in families that have income 
of less than $100 a month, according t 
Donald E. Montgomery, consumer 
counsel, Agricultural Adjustment A 
ministration.” 


Free Wiring Again in 
Los Angeles 


LOS ANGELES—To place electricd 
ranges and water heaters fully on a com 
petitive basis with other fuels, the | 

Angeles Bureau of Power and Light h 
again authorized the reimbursement 

customers for wiring and _ installati 
costs on approved electrical equipmet 
Pending the allowance of funds for t 
purpose, reimbursement agreement ce! 
tificates are being issued. The allowan 
is $35 for wiring the first approved rang 
or water heater and $10 for each add 


tional such item. Where separate me 
tered controlled water heating service 


provided for an apartment house or mu 
tiple family dwelling, $35 is allowed ! 
the first water heater and $10 for ea 
additional one. 
appliances in such a dwelling the sam 
allowance is made as in a single tan 
home. $5 is allowed the plumber. 

plumbing contractor for installation 0! 4 
approved water heater. These fgure 
go into effect on July 1, 1941.) The wi 
ing allowance in effect previous to 

date was $15, reduced at the time o! ' 

economy changes introduced last 

The Bureau is planning an aggress! 
| sales campaign on ranges this fal 
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uyer Voss Asks “Living 
Incom Minimum 


\SHINGTON, D. C.—In this day 
yotas and priorities, Walter K. Voss 
; Voss Bros. Mfg. Co., has suggested 


On Surya tie OPM at Washington a new meas- 
stick for small manufacturers. 
nidsumm, | expressed myself,” he told Senator 

Washer » M. Gillette, “as being opposed to 
‘age an percentage reduction for small manu- 
y to an ipcurers. If we, a small manufacturer, 
1 by |. Bere cut any percentage whatsoever we 

secretargloald have to shut down as we could 
Vasher aqmmt continue to exist unless we were 
i0n. Sop/owed to make at least a minimum of 
with year) units per day which we consider a 

: g minimum. There are lots of small 
inqui wufacturers that are in the same posi- 
rers, me as we are. A living minimum of 
Nt requesqmmaterial should be allotted if they are to 
buNntry, { tinue to exist. 
eS of th [he ordinary defense contract we can- 
nation ygapet take because of our lack of suitable 
es, on 1,7 wipment, and the only thing we could 
res: 0 w through on would be a negotiated 

[is tract that would enable us to put in 
Wiscons necessary machines.” 
rnia, Keg “America,” says Mr. Voss, “is dotted 
see, Wasiieth small firms that employ anywhere 

Michigafilom 50 people up. Many of these firms 
ew Yorliimploy people who are not qualified 

other jobs. These firms are grounds 
was indgghere boys out of the country are broken 
custome to manufacturing processes. 
ir incomal “This situation 1s common wherever 
‘tary Bolgeall firms are operating,” Mr. Voss 
customeqmid, “and if they are not to be put 
verage tirely out of business by defense 
re twentymmpreparations they must have materials 
ncomes ; tted to them on a basis that will 
$583.32 p them going until the so-called 
rd demommnergency is over. If this is not done, 
101d was re will be a blotting out of small in- 
ed in t sry in America and the end of the 
een showamear effort will see huge firms in the 
et analysimeldle in monopoly setup.” 

His sug Walter K. Voss was appointed by the 
owed t PM on a panel of manufacturers which 
m had inggmet August 11 to discuss administration 

a program for installment selling of 

that wasif™mestic laundry equipment. 
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Sal 
rle fan A “luau”, which means a feast in the 
umber Hawaiian manner, was recently given for 
tion of 2 Elbert Kramer, Westinghouse sales ap- 
e figures plication supervisor, by Bernard Young 
The wi of the Hawaiian Electric Company. Mr. 
S th Kramer has been working in Hawaiian 
me of territory. Left to right in’ the picture 
last yea are Virginia Kramer, B. Young, Mrs. 
geressi Kramer, Kramer and F. C. Barnett of 
fal the Westinghouse Company 
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“| WANT THE SAME DEPENDABLE | 
ie MOTOR PERFORMANCE | GOT FROM 
MY LAST WASHER.” 
> “YOUR OLD WASHER HAD A SUNLIGHT Y 
%) MOTOR, AND SO DOES THIS ONE. SUN- 
> LIGHT MOTORS GIVE COMPLETE SATIS- 

FACTION, BECAUSE THEY ARE BUILT BY 

SPECIALISTS IN THE MANUFACTURE OF 

WASHING MACHINE MOTORS. 


“You'll be glad to know that the Sunlight motor is just as efficient as it 
is rugged and dependable; laboratory tests demonstrate its low current- 
consumption, and thousands of housewives have proved that Sunlight 
motors are economical to operate. 


“The Sunlight motor oils itself for the life of the washer... you never have 
to bother with it. lt furnishes triple its full rated 


oe power, to eliminate stalls and burn-outs—and a 
£ positive, built-in switch does away with sputtering, 
Spe iecaeencocuscamaneed sparking and smoking. No pieces of melted solder 


- can ‘short’ the motor windings, because the rotor is 
> welded instead of soldered.” 


The research facilities of General Motors are joined 


with Sunlight’s twenty-five years of motor-building 
experience to produce a truly great washing machine 
motor. Customers are sure to be satisfied with a 
Sunlight motor. 


Sunlight Electrical Division, General Motors Cor- 


~ 


poration, Warren, Ohio. 


DEPENDABLE WASHING MACHINE 
MOTORS FOR TWENTY-FIVE YEARS 


/ 
‘lig 
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PRODUCT OF GENERAL MOTORS 


Smooth Performance 


is built into Black & Decker Vacuum Cleaner Motors 


Versatile Special Machinery, designed to build extra smoothness into Black & Decker 
Vacuum Cleaner Motors, is typified by the six-spindle automatic (above) which turns 
motor shafts to all diameters, faces and necks all shoulders in a single operation. Such 
modern, automatie equipment, plus the skilled designing of Black & Decker Engineers, 
with a minimum of servicing. 


assures maximum smoothness, performance and long life, 


Production Details, necessary for smooth 
performance, do not stop with motor per- 
fection. All moving parts must balance. 
Here the operator is using a special Toggle- 
Joint Air Press to assemble and rivet tur- 
bine type fans. It employs special dies to 
insure absolute accuracy. 


Taping Motor Field Coils is an operation 
requiring a great amount of skill and prac- 
tice to attain proficiency. The accuracy of 


these workers insures that the coils will 
nestle snugly into the motor field slots and 
will not loosen or vibrate under load. 


Soldering Seems Simple, but incorrect 
soldering can unbalance a commutator very 
easily. Special automatically controlled 
soldering equipment is used to connect 
armature leads to the commutator. This 
equipment deposits the exact amount of 
solder required, no more, no less, 


‘| 


Specially Designed for a tank type Vacuum 
Cleaner, this unit includes a two-stage tur- 
bine fan as part of a complete frame univer- 
sal motor. When it comes to clinching sales 
and keeping vacuum cleaner buyers happy. 
you can't beat Black & Decker Motors. 


THE BLACK & DECKER ELECTRIC COMPANY, KENT, OHIO 


rs 


BLACK & DECKER 


Specialists in the Design and Application of 
UNIVERSAL MOTORS 
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Premier's "25-Year Men", including Julius Tuteur, company president, line up for 

their pictures at the company's outing where 1,000 employees honored 2! men 

who had been with the firm over a quarter of a century. Each of the 25-year men 
received a gold watch to commemorate the occasion. 


PREMIER CELEBRATES 
25TH ANNIVERSARY 


CLEVELAND, O.—On August 23, 
1941, more than 1,000 employees of the 
Electric Vacuum Cleaner Co., Inc., joined 
in a Premier Family Day celebration at 
Cedar Point Park honoring 21 men, each 
of whom have been engaged in manu- 
facturing or selling Premier vacuum 
cleaners for the last 25 years or more. 

Each of these men received a_ gold 
watch inscribed to commemorate the 
occasion. These awards were personally 
presented by Mr. Julius Tuteur, presi- 
dent of the company, who is also a “25- 
year man,” having been identified with 
the firm in that capacity during the past 
quarter of a century. 

It is interesting to note that Mr. Julius 
Tuteur was called from retirement over 
25 years ago, just prior to World War 
I, to head the Premier Company and 
that he is today still very actively man- 
aging the firm as its President. 

At that time, in the year 1916, the 
Company manufactured the then large 
quantity of 150 vacuum cleaners per day. 
From this humble beginning, the com- 
pany steadily grew to a point where it 
now ranks as one of the world’s largest 
manutacturers of vacuum cleaners, mak- 
ing heavy-duty,  industrial-commercial 
cleaners and blowers, as well as furnace 
and household vacuum cleaners. 


ELECTRIC STEAM RADIATOR AP- 
POINTS NEW REPRESENTATIVES 


DETROIT — The Electric Steam 
Radiator Corporation of Detroit, Michi- 
gan, makers of the Electresteem port- 


able steel radiator, announces _ the 
appointment of several new factory 
representatives, in line with the com- 


pany’s 1941-42 promotion and expansion 
program. 

Bailey Dinkelspiel & Associates, 1348 
Fransisco Street, San Francisco; R. V. 
Moore, 528 N. E. 73rd Street, Miami; 
Babcock & Preuss, 200 Fifth Avenue, 
New York; and J. W. McGrory, 215 
W. Montgomery Avenue, Haverford, Pa. 
were among the most recent appoint- 
ments announced. 

Tentative plans are being completed 
to feature Electresteem radiators this 
season in Good Housekeeping, American 
Home, House Beautiful, Collier's and 
Fortune. Supplementary 4-color folders 
and colorful store displays are in prepa- 
ration, to tie in closely with the adver- 
tisements in national media. 

In addition to the approval of the 
famous Underwriters’ Laboratories of 
Chicago, Electresteem has recently been 
tested and approved by Good House- 
keeping Institute of New York. 
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J. B. Buckley, left, Premier comptroller 
and V. M. Cannon, treasurer, right, ad- 
mire the gold watch received by L. C. 


Wilber for 25 years service with the Pgs 
Premier company. owe: 
rovis 
dg 
. hi: 
Georgia Power Thi 
aies 
Makes Farm Film side 
ATLANTA—To help carry the sto ble 
of the advantages of electric service ' reset 
farm families, the Georgia Power Con ali-y 
pany has just enlisted the medium i $7! 
motion pictures with sound and _ color Thi 
The Georgia utility cooperated with t i $9 
Georgia Agricultural Extension Serv! 1940, 
in the production of a 30-minute color _ 
sound film entitled “Our New Farm ime 
An “All Georgia” picture, it is the firs Du 
of a series to be produced and distribut mp 
by the Georgia Agricultural Extens! ened 
Service in its new visual education pr he « 
gram. It is also the first documentar 
film of its type to be made jointly throug 
the efforts of an educational institut 
and a business firm. 
“Our New Farm” visualizes and Au 
scribes the ways a typical Georgia rut 
family adds to its comfort and incon H 
by putting electricity to work on an 0 eer 
fashioned farm; it shows how rural con y 
munities employ electric power to creat he 
new home industries such as_ bedsprea pany 
and broom factories, cold storage jlant 
and food processing houses; and it a 
picts practical methods by which elect 
equipment can be used to pay its ow ets 
way in relieving drudgery and wih 


farm income. 


Premier Has a Family Party for 25-Year Men 
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thileo Six Months 
Net $919, 108 


HILADELPHIA — 
woss sales of radios, refrigerators, air 
mditioners, and other products by 
hileo Corporation totaled $35,211, 279 
, the first six months of 1941, as 
mpared with $22,016,332 in the same 


Consolidated 


eriod of the preceding year, it was 
ymounced recently by James T. Buck- 
ey, president. 

Consolidated earnings of Philco 


snd subsidiaries, excluding Canada, be- 
ore taxes amounted to $2,269,108 in 
he first six months of 1941, as com- 
ared with $900,734 in the correspond- 

g period last year. 

Out of earnings in the second quarter 
(1941, a reserve of $975,000 has been 
stablished to cover the Company’s 
estimated liability for federal and state 
come and excess profits taxes under 
ve terms of the revenue bill now be- 
ze Congress. Of this $975,000 tax 
serve, $808,435 is on account of 
arnings in the second quarter of 1941, 
nd $166,565 is to cover increased 
axes ON earnings in the first quarter, 
; required by the terms of the pro- 
sed new tax legislation. 

\iter allowing for this increased 
rovision for taxes, the net income of 
‘hilco Corporation in the first half of 
1941 totaled $979,108, or 67 cents per 
share on each of 1,372,143 shares of 
mmon stock, as against $519,394, or 
% cents per share, assuming the same 
umber of shares had been outstand- 
g, in the first half of last year. 


Bendix Declares Dividend of 30¢ on 
Class A Stock 


SOUTH BEND—At a meeting of the 
ward of Directors of Bendix Home Ap- 
iances, Inc., South Bend, Indiana, held 
n July 29, 1941, according to Hugh R. 
ohnston, executive vice-president and 
treasurer, a third dividend of thirty cents 
er share was declared on the $5.00 par 
Jass A stock of the company, payable 
September 25, 1941 to stockholders of 
record at the close of-business September 
12, 1941; such dividend reducing to forty- 
five cents the cumulative dividends ac- 
rued on Class A stock, which as of 
lune 30, 1941 amounted to seventy-five 
ents per share. 


Crosley Nets $798,634 


Operations of The Crosley Corpora- 
ton for the first six months of 1941 
showed a profit of $1,098,634. 58, before 
revision for taxes, it was announced 
recently by R. C. Cosgrove, vice-president 
d general manager. 

This profit was based on total net 
ales of $12,868,956.75. After setting 
side $300,000 to provide for federal in- 
me taxes and also to provide for pos- 
ible increased rates and changes in the 
resent income tax law, the company’s 
ili-vear operations showed a net profit 
t $798,634.58, Mr. Cosgrove announced. 
This figure compares with a net profit 
{ $96,660.70 for the first six months of 
1940, based on sales of $8,596,613.61, af- 
ter providing $85,774.63 for federal in- 
me taxes. 

During the first quarter of 1941, the 
mpany made a net profit of $427,529, 
ased on total net sales of $5,535,710 for 
the same _ period. 


Automatic Home Equipment Company 
Takes Bow in Chattanooga 


HATTANOOGA — W. W. Ford has 
en appointed distributor for Bendix in 
-Nattanooga, and calls his new company 
the Automatic Home Equipment Com- 
pany. The firm will distribute Ironrite 
Toners, as well as the Bendix Home 
Laundry. W. W. Ford, manager, comes 
‘0 Chattanooga from Atlanta where he 
vas sales manager for the Georgia dis- 
tributor of Bendix. 
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At a recent Board Meeting of the 
Skuttle Sales Company, Detroit, Mich- 
igan, Mr. A. L. Evans was elected pres- 
ident of that company. Mr. Evans was 
formerly sales manager and treasurer, 
@ position which he held for the past 
five years. Prior to his association with 
the Skuttle Company, Mr. Evans was 
general manager of the Truscon Steel 
Company in Walkerville, Ontario for 
22 years. 


RCA Net $5,306,494 


The consolidated statement of income 
of the Radio Corporation of America 
and. subsidiaries for the second quarter 
of 1941 and the first six months of the 
year, with comparative figures for the 
corresponding periods of 1941, was issued | 
recently by David Sarnoff, 
RCA, following a regular meeting of the 
Board of Directors. 

The statement shows, for the first half 
of the current year, a consolidated net 
profit of $5,306,494. This result was 
after taxes and all other charges, and 
compares with $3,185,222 net profit in 
the six months to oye 30, last year, or 
an increase of $2,12 

The profit for the od six months of | 
1941 is after providing $4,740,000 for 
Federal income and excess profits taxes, 
compared with $1,579,900 for the cor- 
responding period in 1940. 

Total gross income from all sources 


amounted to $72.583.695 in the first half | 


of 1941, compared with $56,854,182 in the 
same period in 1940, an increase of $15,- 
729,477. 


Stewart-Warner Nets $770,272 


Stewart-Warner Corporation and sub- 
sidiaries, for the first six months of 1941 
ended June 30, reported a_tax- adjusted 
surplus net profit of $770,272 after pro- 
vision of $2,112,607 for present and con- 
templated Federal and other income taxes, 
according to the consolidated semi-an- 
nual statement mailed yesterday to stock- 
holders. 

This is an increase of $158,027 over the 
corresponding period for 1940, at which 
time net profit of $612,245 was reported. 
Tax provisions for the first six months’ 
earnings of 1941 include $1,682,607 for 
Federal and other income taxes in accord- 
ance with existing laws, and an additional 
$430,000 “based on reported increases in 
taxes now being considered by Congress.” 

Earnings for the first six months of 
1941 of 61 cents per share on 1,273,063 
shares of common stock outstanding (par 
$5.00), includes a dividend of 25 cents, 
totaling $318,266, paid June 30. 

Ratio of current assets to current lia- 


port. 4.65 to 1, is due in large measure 
to the size of the corporation’s tax re- 
serve, the report states. 


1941 


President of | 


| 


bilities as of June 30 stood at 2.42 to 1. | 
| The decrease in this ratio as compared to 
that of last year’s adjusted mid-year re- 


YPS DEALERS 


have these definite 


ADVANTAGES: 


YPS enameled steel cabi- 
nets harmonize perfectly 
with the modern range 
and refrigerator. 


YPS Kitchens are Nation- 
ally Advertised in 
LADIES’ HOME JOUR- 
NAL, GOOD HOUSE- 
KEEPING, BETTER 
HOMES & GARDENS and 
THE AMERICAN HOME. 


Address 


YPS 


YOUNGSTOWN PRESSED STEEL DIVISION, Dept. 89 
Mullins Manufacturing Corporation, Warren, Ohio. 


Please send me complete information on the YPS plan for my territory. 


Warehouse Stocks of YPS 
units from Coast to Coast 
make Speedy Delivery 
Possible. 


YPS Mass Production 
Methods make Retail 
Prices Reasonable. 


City 
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| New Skuttle President 
BE WOMEN ARE KITCHEN-CONSCIOUS | 
_and the Fall Cleaning Season will find them 
| 
| 
| 
¢ 
4 
4. 
© 
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=-—------ 


Mr. Store 


Can YOUR Salesmen answer 
these Questions? 


@ What do people buy in an Oil Heater? 


@ What do they want to know about the Heater 
they buy? 


@ What are the Sales Advantages of THERMO- 
STATIC Heater Control? 


@ Can two or more Heaters be used with ONE 
bulk oil tank? 


@ Where can I sell QUANTITY installations? 


Why is DEPENDABLE Oil Control important to 
Heater Sales and Profits? 


@ Who uses A-P DEPENDABLE Oil Controls .. . 
and WHY? 


This New Book... 
answers ALL these 

questions... and MORE! 


It is written to 
help you and 
your Salesmen 
to more sales of 
all Oil-Burning 
Appliances. If 
the information 
it contains puts 
extra dollars 


into your cash 
register — or 
into salesmen’s pockets—our time will be well spent. 


Tell us how many “A-P Albums” you need for 
salesmen’s use. They’re free to all retailers. 


AUTOMATIC PRODUCTS COMPANY 


2400 NORTH THIRTY — SECOND STREET 


MILWAUKEE WISCONSIN 
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Three of the principal speakers at the San Francisco Market Week: Harry J 

Moore, president of the Western Merchandise Mart; Lorenzo Richards, mana~er 

of the Boyle Furniture Co., Ogden, Utah and president of the National Retail 

Furniture Association; Dr. James F. Bogardus, of the Office of Price Administra- 
tion and Civilian Supply (OPACS) Washington, D. C. 


SAN FRANCISCO STAGES 
ACTIVE FALL MARKET WEEK 


SAN FRANCISCO—Real concern 
over the future of civilian merchandis 
ing was expressed at the fall market 
week held in San Francisco, August 
4th to 9th. The market was well at- 
tended, almost equalling the record 
made in February, which was the larg- 
est gathering ever held in the history 
of this section. Buying was brisk and 
order placing was definite. rather than 
a pronnse of orders to be given later. 
Buyers showed concern over stocks 
available, prices, styles and = quality. 
The two dinners at which conterence 
matters were discussed were crowded 
to overflowing and the subjects dis- 
cussed by the speakers provoked many 
expressions of general interest from 
the floor At a general meeting on 
luesday, Dr. James F. Bogardus, price 
executive for the home furnishing in- 
dustry, Office of Price Administration 
and Civilian Supply, Washington, 
1). C., discussed the present situation, 
pointing out that we are not in a 
“business boom”, but in a “national 
crisis’, calling for personal and busi 
ness sacrifices He urged that prices 
be kept down and business stable, al- 
lowing for reasonable but not specu- 
lative profits. He suggested keeping 
inventories down, reduction of lines 
and simplification wherever possible. 
He advised against increasing mark-up 
in areas doing defense work just be- 
cause it is possible to get the price. 
Dealers should not expect to base their 
buying on replacement costs They 
should not indulge in “fright selling’, 
nor duplicate orders in order to ob- 
tain what is wanted Terms should 
be tightened. Dr. Bogardus followed 
his talk by answering questions from 
the floor 


Retailers Place Discussed 


The retailer's place in the defense 
rogram wa's discussed by Lorenzo 
Richards, president of the Boyle Furni- 
ture Company Ogden, Utah and presi- 
dent of the National Retail Furniture 
\ssociation He urged the practical 
cooperation of business with national 
emergency needs, but because of the 
increased purchasing power available 
predicted nevertheless that business 
this year will be greater than last. The 
program which he offered covered the 
following points: 1. Keep cool. 2. Co- 
operate with the government. 3. Co- 
operate with one another. 4. Coover 
ite with manufacturers. 5. Disregard 
the idea of business as usual. 6. Pre- 
pare to conform to voluntary stand 
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ardization. 7. Keep informed. 8. Bu 
more carefully. 9. Make up you 
minds major appliances will be di 
ficult to get. 10. Refuse to place or 
ders on prevailing price basis. Th 
manufacturers’ allotment plans prot 
both small and large buyers. 11. Do 
not speculate in inventory. 12. Bas 
your buying on your own. territor 
market, not on national figures 
Look into the field of more juvenil 
goods. 14. Protest hidden price i 
creases such as elimination of cash dis 
counts. 15. Watch your lay-away ty 
of business. 16. Watch down payments 
and contracts. 17. Examine your ad 
vertising and merchandising. Ads wi 
have to be better designed to catch 
the eye of busy people. Don't us 
scare ads. 18. Step-up sales to better 
merchandise. 19. Keep prices in rela 
tive range. 20. Say “alternates” not 
“substitutes”. 21. Readjust salaries i 
your organization. 22. Place patriot 
ism above yourself. Be thankful you 
live in America. 

Special problems of the appliance 
industry were presented at the Wed 
nesday evening dinner meeting of th 
radio and appliance group, over whic! 
Chas. A. Dostal, Pacific Coast distric 
manager of the Westinghouse Electr: 
& Mfg. Co. presided. Paul J. Dorse) 
assistant general sales manager 0 
Cribben & Sexton Company of Ch 
cago, manufacturers of gas ranges, dis 
cussed the subject of tomorrow's ap 
pliances Of special interest to the 
electrical industry was his admissiot 
that sales of gas ranges hitherto have 
been based to some extent upon the 
gadgets available. Present day restric 
tions which will eliminate many of these 
leave the competition between gas and 
electricity on the basis of cooking pet 
formance, he stated. The radio situa 
tion was briefed by Fred D. Wilson 
manager of field sales activities of the 
RCA of Camden, New Jersey. He 
pointed out the necessity of planning 
to meet possible war restrictions 
There are still lines of merchandise 
which are to be had in quantities, how 
ever, and he advised looking around to 
see what is available, citing phonograp! 
records as a product on which 
shortage was expected. In difficult 
times, vou have to be good to survive. 
with well designed windows, effect 
ads and better selling techniques. kve 
small merchants should do some mat 
ket research, studying their markets 
and methods. It is time, he said. to 
look ahead to the technical advances 
which will help to solve some of ‘he 
problems of adjustment to post var 
merchandising. 
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Electric Company. The major portion 
of the space will be devoted to the manu- 
facture of national defense materials. 
Management personnel of the Proctor 
Electric Company are: Walter M. | 
Schwartz, Jr., president; Joseph W. | 


Myers, vice president and chief engineer ; e 
R. E. Imhoff, general sales manager; | 
Wm. Battersby, treasurer; Howard Til- 

| son, factory manager. 


The company employes a total of 700 
people. 
RANGE SELLING! 


The company manufactures electric 
irons, toasters and waffle irons. It ranks 
as one of the largest national advertisers 

Here’s a fact that will be music to your 
selling ears . . . for it scales your range 
sales upward! Florence features give 


PROCTOR ELECTRIC 
IN NEW PLANT 


Quarters Housing Defense Work 


ADELPHIA—AI! manufacturing 
ses and offices of the Proctor Elec 
Company are now located and oper- 
bg at the company’s new plant 3rd 
«t and Hunting Park Avenue, Phila- 
hia, according to an announcement 
by Walter M. Schwartz, Jr., 
sdent of the company. The new 
+ which occupies 360,000 square feet 
contains five buildings with a floor 
, totaling 120,000 square feet, more 
doubles present production capacity 
the company. More than $500,000 
expended to make it one of the 
« modern manufacturing units within 
dectrical industry. 


in the electrical appliance business. Fea- | 
tured Proctor Electric Company adver- 
tised products are its Never Lift irons 

| and Pop-Up automatic toasters 


Commonwealth Edison Ups 


Installments you more to offer your customers .. . 
ry J P ; ee more to show them on your sales floor 
Narer CHICAGO—An increase in minimum . . » More to prove that Florence means 
down payments and shortening of terms 

a on installment sales of electric appliances electric cooking at its best! 


| will be placed in effect August 16 by 
Commonwealth Edison Company, Chair- 
man Charles Y. Freeman announced re- 
cently. 

Under the revised schedule, the mini- 
mum down payment will be increased to 
10 per cent of the purchase price. The 

| maximum number of monthly installments 


Besides that, Florence famous inter- 
changeable accessories let you sell every 
model four ways . . . with full 3-way 
automatic time control, with control 
for oven only, with top-lamp and man- 
ual time reminder, or with top-lamp 
only. That’s a feature that saves you 


»p: Look at the room in 
this 17” oven... that extra inch 
saves Crowding of oven dishes... 
means more uniform baking and 


will vary with the type of appliance. For gt roasting! 
electric refrigerators the maximum term money and space in inventory. 
8 B will be reduced from 30 to 24 months. Write now for full information on 
- ae this compact, fast-selling line! @ Bottom: Here's complete 
ii equipment for you... . every 
lace or $50,000 Ad Kitty for Cory Dealers 
ioe aim se bay ge | CHICAGO—The Cory Glass Coffee DON’T FORGET FLORENCE OIL Note the glass cover, too. 
ll. D | Brewer Corporation has appropriated HEATERS . this outstanding line 
12. Bas | $50,000 to be used by dealers for adver- | brings a tremendous market right to 
territor e main building, a modern saw tising Cory glass filter rod in their local | your door! Write today for latest cata- FLORENCE STOVE CO. 
res. 13 structure, houses the company’s | newspapers over their own names prior log and the full story of the big 1941 General Offices and Plant: 
juvenik and manufacturing machinery. | to December Ist of this year. This is ° A P ° d Mass.: Western Offi- 
| romotional campaign! includin Gardner, Mase; 
rice j ee include pressing and forming | the third big Cory promotion during promo paign: ... in & cos and PlantiiKankakee, Iil.; 
cash dis- Muipment, polishing, plating, — 1941 planned to bring consumers into | national advertising in leading con- Sales Offices: 1458 Sion, 
vay ty ding, sub-assembly, assembly, packing, | the dealers’ stores. sumer magazines. 
aymients ping, warehousing and _ receiving | Plan Number 1 was a Spring promo- dise Mart, Chicago; 45 E. 17th 
‘our ad- Mvsions, as well as planning and main- | tion offering free measuring cups as St., New York; 5§ Alabama St., 
Ads wil] Msance departments. A separate build= | souvenirs. Plan Number 2 was a “Bride @ E113C — a de luxe Florence Electric Range S.W., Atlanta; 3@B N. Market 
‘Oo catch fr is devoted to service department and { Special.” Tasteful mailing cards were in full white porcelain finish; fast, efficient TK St., Dallas; and 274— 16th St., 
m't use fPrehousing. A third will be occupied | provided the dealer to invite friends and five-heat surface unite! : . San Francisco. 
o better research and product engineering lab- | relatives of brides-to-be to come in for . 
in rela stories. | a free souvenir (ivory-tone measuring 
res” not [The new plant property is on the main cup) and see the complete Cory and 
laries in Me of the Reading Railroad and has a | other gift offerings. This third promo- 
patriot vate railroad siding and loading dock. | tion releases advertising money in every 
ful you en operating at full capacity three | community where a dealer stocks Cory 
ads of electrical merchandise can be glass filter rods. Approximately nine | 

ppliance Mjaded and shipped every 24 hours. | cents for every Cory rod purchased is 
e Wed The company’s former plant buildings | made available for advertising over the 
x of the ith and Tabor Road are being taken | dealer's name. Advertising certificates | 
r whicl rand used by Proctor & Schwartz, | are furnished the jobber to pass on to | 

distric , parent organization of the Proctor | the dealer buying Cory Rods. 
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difficult F. E. Basler, Gibson general sales manager, recently completed a week-long sales : 
survive meeting with eight Gibson divisional sales managers and two range specialists in 
thectiy Greenville, Mich. Here they are at the conclusion of the meeting, held to deter- 
> f . mine policy during the months to come. Front row, left to right: Charles J. te 
A e? Gibson, president; L. W. Hamper, vice-president; Frank S. Gibson, Jr., secretary; | 
aid #6 F. E. Basler, general sales manager; W. J. Browne, F. A. Dewey and E. D. Jacobs. 
vances Bock row, left to right: Earl Lines of W. W. Garrison & Co., C. D. Johnson, C. I. | 
of the Horowitz, W. W. Garrison, Bruce Wallace of W. W. Garrison & Co., S. E. Sweet, 
st var L. E. Taufenbach, George Jaud, J. R. Tepfer, G. V. Drumm, W. D. Krauter, E. S. j MASTER MODELS WITH INTERCHANGEABLE FEATURES 
Nobles, E. F. Edsall, Charles J. Gibson, Jr., A. D. Vining and John L. Stephens. THAT PUSH SALES UP AND HOLD INVENTORY DOWN 
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LAMP 


When you sell G-E MAZDA lamps in your store, you are simply following public preference for 
products that carry the famous mark of G-E quality. Forty-two years of national advertising have 
made General Electric one of the best known names in the world. That’s one of the reasons why 
more people prefer G-E MAZDA lamps than any other brand. Here’s how General Electric is adver- 


tising MAZDA lamps this fall: 


RADIO—Every Sunday evening over the 
NBC Red Network, “The G-E MAZDA 
Hour of Charm,” with Phil Spitalny and 
his All-Girl Orchestra, is heard by millions 
of people . . . in fact, estimates indicate that 
5,250,000 families hear this popular pro- 
gram at least once a month! The “bulb- 
snatching” theme offers a ready means for 
dramatizing the right sized bulb for better 
light-better sight. 


MAGAZINES — This year a total of nearly 400, 
000,000 copies of leading magazines will 
carry the G-E lamp and lighting story. These 
magazines include: The Saturday Evening Post, 
Collier’ s, Liberty, Life, Look, True Story, and This 


Week. Your store can make advertising work »@* 15 
for you by displaying the current ad along api pore 
with your G-E MAZDA lamp display. 


POSTERS—Tying in with both 
radio and magazine advertising, 
General Electric this fall will use 
24-sheet poster advertising in a 
nation-wide campaign on lamps 
and lighting. There will be three 
different posters on the boards 
in major cities beginning in 
September and carrying through 
theimportant fall lighting season. 
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DISPLAYS—The G-E MAZDA Lamp Display 
Service for 1941-1942 provides G-E agents 
with more window and point-of-purchase dis- 
plays than ever before. Because surveys show 
that lamp sales go up when stores feature the 
national advertising, point-of- 
purchase pieces have been plan- 
ned that tie-in with the regular 
magazine advertising and 24- 
sheet posters. 


Your 


G-E amos neve 


For further details see your G-E 
MAZDA lamp distributor. Gen- 
eral Electric Company, Nela 
Park, Cleveland, Ohio. 


STOCK G-E MAZDA CHRISTMAS TREE LAMPS EARLY 
FOR EXTRA CHRISTMAS PROFITS! 
Get set early this P pon with a full stock of G-E MAZDA Christmas Tree 
lamps . . . the kind customers know they can depend on. They're priced 
to sell fast, and at a good profit! 


OVER 12,700,000 ADVERTISING MES- 
SAGES—To help you sell more G-E MAZDA 
Christmas Tree lamps than ever before, General 
Electric is advertising them in big, color ads 
in the Dec. 1st Life, Dec. 2nd Look, and Dec. 
20th Liberty... a total of more than 7,500,000 
messages. In addition they will be advertised 
nation-wide to more than 5,250,000 families 
on the G-E MAZDA Hour of Charm. 
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he San Diego Bureau of Radio and 


yetrical Appliances devoted Septem- 

-to washers and ironers and plans 

Radic log promotion for October. 


The |’acific Gas and Electric Com- 
v's promotion of evaporative cool- 
. was continued throughout July in 
jifornia’s central valley district. 
ust brought forth considerable ad- 
wtising of home lighting, stressing 
need for adequate light for home 
iy when school begins again. New 
zh sales records in electric ranges 
| water heaters are reported from 
ers in northern California, follow- 
y the successive promotion of both 
liances in utility advertising. 
* * 


New quarters for the General Elec- 


Supply Corporation in Fresno, 
jifornia are to be ready for fall oc- 
ancy. The firm will occupy the 


ire ground floor of a building now 
er construction, doubling the space 
ow occupies. In addition to stor- 
and sales rooms the firm will have 
mmercial and industrial lighting 
ibit and a model kitchen as part 
its facilities. 


* * 
Victor W. Hartley, managing direc- 
dey the Pacific Coast Electrical Bu- 


has been appointed to the board 
otinnes of the International As- 
iation of Electrical Leagues, filling 
e position left vacant when George 
rker, manager of the Northern 
Jjifornia Electrical Bureau was called 
active service in the army. 


\ free booklet on adequate wiring 


ffered by the Southern California 
son Company to customers con- 
plating building or remodeling 
ir homes. 

* * * 
Free trial in the home for electric 
isters has been offered by the South- 


California Edison Company as a 
mer month promotion. 


\ mid-July hot spell in Portland. 
regon stimulated sale of attic venti- 
tng fans, a promotion among deal- 
furthered by the Northwestern 
ectric Company's residential sales 
partment. 
* 

The dealer promotion and home eco- 
nics divisions of the Portland Gen- 

Electric Company have moved 
rom the second to the seventh floor 
the company’s building in Portland, 
regon in a general “streamlining” of 
department, according to A. C. 
Micken, general sales manager. The 


LY tric kitchen on the second floor will 
tinue to be used for demonstration 
rposes. 

* 

“im rhe Gevurtz Furniture Company of 

€ priced ttland is another of the Oregon 

ores which has recently undergone 
mplete modernization. A model 

; MES- itchen is one of the features which 

been added to the electrical de- 

MAZDA Bhertment. 

General 

ylor ads The Beaver Appliance Company of 
ttland, Oregon has done so well in 

nd Dec. two years it has been in the ap- 

500,000 ance field that it recently opened 

; attractive new store on East Burn- 
vertised Bile Avenue. 

families * * 
The Northwestern Electric Com- 


vay reports the following totals for 
ectric appliance sales of Portland. 
regon dealers, compared with the 
tresponding period of 1940: 

1941 1940 


Per cent Increase 
or Decrease 


Portable Lamps 9,997 12,207 —22 
Refrigerators 9,423 8380 —i2 
.... 3,966 2,619 51 
Water Heaters....... 1,440 981 46 
adios 12,780 14,070 —10 
Heating Appliances 7,413 8437 —I2 
Yacuum Cleaners 3,620 3,853 — 6 
Washers : 4,883 4,243 15 
Other Motor Devices 6,167 5,690 8 
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Western 


NEWS FLASHES 


Chairman of the business develop- 
ment section for the Pacific Coast 
Electrical Association for the coming 
year is to be E. G. Stahl of the Pacific 
Gas and Electric Company, Fresno 
{. C. Rice of the Southern California 
Edison Company is vice chairman, 
George C. Tenney, editor of Electrical 
West 


is president. 
* 

As a health precaution and in order 
to give his time to his own business, 
Frank A. Hansen, director of the Los 
Angeles Institute of Light and Vision 
has resigned as vice president of the 
illuminating Engineering Society for 
the Pacific district. 

* * 
are the dates 
Exhibition at 
which the B. C. 


August 25 to Sept. 1 
for the Canada Pacific 
Vancouver, B. C., at 
Electric Railway Company, Ltd. al- 
ways makes an outstanding display. 
this company reports that increasing 
difficulty in  obtain.ng stocks has 
caused the abandonment of special 
campaigns to push the sale of electrical 
ippliances during the summer months. 
Year round activity on electric water 
heating with seasonal activity on re- 
frigerators and other appliances is 
being carried forward. 

* 

New president of the Vancouver 
Electric Club is B. Markham, North- 
ern Electric Company. Howard Wal- 
ters, manager of the Granville store 
of the B. C. Electric Railway Com- 
pany is vice president, F. Lightfoot, 
Northern Electric, treasurer and A. J. 
Napier, Neon Products, treasurer. Di- 
rectors include T. Clarke, district man- 
ager of the Northern Electric Com- 
pany; T. H. Crosby,-district manager 
of the Canadian Westinghouse Com- 
pany; H. S. Dawson, B. C. Electric; 
W. D. Robertson, district manager of 


the Canadian General Electric; G. H. 


Miller, manufacturers’ representative; 
W. G. Metcalf, F. Darling and Com- 
pany, Ltd,; F. Fatkin, Royal Cleaner 
Company; and G. Dickie, B. C. Elec- 
tric Railway Company, Ltd. 
* 
In order to bring together view- 


points from all parts of the state, one 
conclave meeting only of the Pacific 
Coast Electric Association’s business 
development section will be held in 
some central location of California this 
fall. The meeting will be held at a 
different time from that of the operat- 
ing economics section and will be fol- 
lowed by district meetings, at which 
the program will be carried to those 
unable to attend the main meeting. 
x 

The Stevell- Paterson Hardware 
Company, distributors for Philco prod- 
ucts in the Salt Lake district, were 
hosts recently to 300 dealers, and 
dealer salesmen who inspected the 1942 


Philco line. 
The Cool Cooking campaign spon- 
sored by the Utah Power and Light 


Company ended on July 31, with deal- 

ers reporting gratfying summer sales 

of electric roasters and hot plates. 
* 

The July issue of the Utah Power 
and Light Company's dealer publica- 
tion lists the names of six western 
Colorado dealer salesmen who jointly 
are responsible for the sale of 301 new 
and 55 used refrigerators, 14 washers, 
34 electric ranges, and 103 radios, not 
to mention numerous other appliances 
such as ironers, water heaters, vacuum 
cleaners, stokers, commercial refrig- 
erating units, farm appliances and 
many small items, all sold during the 
first six months of 1941. The men 
with this remarkable joint record are 


Funny Way to Take a Bath 


When Youngstown Pressed Steel unveiled their new steel kitchens and cabinets at 

Warren, O., recently, they decided that a pretty wench wouldn't hurt the public- 

ity shots. They were right. So here is Doris Dale, radio singer, taking a bath 
with the aid of the dish-washing spray in the new kitchen sink. 


1941 


| Jerry Metz, Modern Electric Com- 
pany of Montrose; C. V. Mash, And- 
erson Drug Company, Montrose; 
Thos. Howard, Lathrop Hardware 


Floyd Oldham, 
Delta; Sam 
Com- 
Lynch, 
Du- 


Company, Montrose; 
Delta Hardware Company, 
Gilchrist, Gilchrist Appliance 
pany, Durango; and L. W. 
Montgomery Ward Company, 
rango. 


* 

The Sharp Electric Company of 
Salt Lake City recently sponsored a 
small appliance cooking school for em- 
ployees and their wives, held in the 
store. Talks were given by Utah 
Power and Light Company dealer 
sales promotion representatives. 

* * * 


A. D. White, V. R. 
Woodrow White have organized the 
White Distributing Company, new 
dealers in Westinghouse equipment in 
Salt Lake City. 


White and 


Appli- 

City re- 
larger 


The Intermountain Utilities 
ance Company of Salt Lake 
cently moved to new = and 
quarters. Refrigerator - stored gar- 
denias were distributed to the ladies 
on the opening day. The company, 
made up of former salesmen for the 
Utah Power and Light Company, han- 
dies a complete line of electric appli- 
ances, and maintains a comprehensive 
servicing department and an upholster- 
ing service for the reconditioning of 
living room suites and other furniture. 
* 

Reed’s Riteway Stores, 
southern Idaho have recently added 
electric appliance departments, han- 
dling both small and large appliances. 


in Utah and 


* * * 
One hundred twenty-five dealers at- 
tended the week-end promotion meet- 
the 


| ing as guests of Harper-Megee 
| Company of Portland, Oregon. 
* * 

The Vines Jewelry Company of 
Portland, Oregon have recently re- 
modeled and enlarged their store, the 
largest part of the new sales area 


being given over to the electrical ap- 
pliance department. 


| & 
The Idaho Power Company’s Boise 
| division managers and salesmen were 


guests recently at a dinner which was 
cooked by the Boise town salesmen, 
who had come out on the short end 
of a wager as to electric water heater 
sales. 


Ranges and water heaters are to be 
headliners for Puget Sound Power 
and Light Company advertising during 
the months of September, October and 
November. August was refrigeration 
month in this district of western Wash- 
ington. 

* * * 

The Montana Power Company this 
year has added pin-it-ups and adapt- 
ers to its lighting program, in order 
to reach the lower bracket customers. 

« 


The Montana Power Company re- 
ports for the first 16 weeks of its elec- 
tric cookery and water heating cam- 
paign that sales of electric ranges have 
totaled 1,165, of roasters 76, of hot- 
plates 464, and of water heaters 140. 
The largest proportion of these sales 


| were made by dealers, as power com- 
pany salesmen have been occupied 
with telling the rate reduction story 
to the company’s customers. 

Dealer’s wives, as well as dealer 
salesmen are given instruction in elec- 
tric cookery as part of the program 

| carried out this year by the home 


service department of the Washington 
Water Power Company. Power com- 


pany employees are also encouraged 
to bring their wives to promotional 
meetings. 

* * * 


Three hundred and fourteen kitchen 
| plans were prepared last year by the 
| Better Housing Bureau for customers 

on the system of the Washington 
| Water Power Company. 
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WHY SEARCH THE HIGHWAYS AND BYWAYS 
WHEN THERE IS A CUSTOMER NEXT DOOR? 


WEBSTER ELECTRIC 


ieletalk PROSPECTS 


REG. U.S. PAT. OFFICE WY 4) 
WY 


ARE ALL AROUND YOU.... 


in STORES, OFFICES and SHOPS 


. and the tailor says, 
“Yes sir, pronto!” 


From the men’s clothing department 


comes a hurry-up call for alterations 


When 
deliver Mrs. Morga’s order?” 


The glassware department asks, 
can you 


@ Take the case of Strauss-Hirshberg Company, for exam- 
ple, in Youngstown, Ohio. Here was a department store up 
against lost time and delayed service to customers because 
of the lack of intercommunication facilities. 


But they didn't quite realize it or know what to do about it, 
until an enthusiastic salesman explained what Teletalk could 
do. Now they have Teletalks connecting clothing sales and 
alteration departments; other Teletalks between sales floors 
and shipping room. 


Soon they will put in more Teletalks between sales depart- 
ments and stock rooms. The dealer who got the first order 
keeps getting more and more—because Teletalk quickly 
proves itself to be a modern business necessity that saves 
time, reduces confusion and speeds up service. 


Why don’t YOU go after the profitable business on this na- 
tionally advertised merchandise? Your present retail store 
customers are “‘tops’’ as an initial list of prospects. Send to- 
day for a Teletalk catalog and full seiling information. 


Licensed by Electrical Research Products, Inc 
Telephone and Telegraph Co 


under U.S. Patents of American 
mpany and Western Electric Company, Incorporated 


WEBSTER ELECTRIC COMPANY, Racine, Wis., U. S. A. Established 1909 
Export Dept.: 100 Varick St., New York City 
Cable Address: "ARLAB", New York City 


WEBSTER M ELECTRIC 


“Where Quality is a Responsibility and Fair Dealing an Obligation” 


MANUFACTURERS OF TELETALK INTERCOMMUNICATION AND PAGING SYSTEMS + POWER AMPLIFIERS AND SOUND DISTRI- 
T+ APH PICKUPS + IGNITION TRANSFORMERS AND FUEL UNITS FOR OFF BURNERS 
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..and the shipping department replies, 
“On the first afternoon truck, Ma’am.” 


second successive time dur- 
ing the Washington Water Power 
Company’s 1941 all-year campaign, the 
Lewiston division won all honors. The 
cash awards were divided between the 
manager, the salesmen and the division 
as a whole, with $54.35 going to the 
president of the Lewiston dealer as- 
sociation for its participation in the 
division’s sales activities. 


For the 


The Washington Water Power Com- 
pany is now sponsoring a weekly radio 
program known as a Kitchen Kwiz. 
It is broadcast during the regular 
Thursday afternoon cooking schools 
held by Spokane division home serv- 
ice employees. Contestants answer 
questions on electric cooking and re- 
ceive merchadise prizes for participat- 
ing and for correct answers. 

Silver State Appliance Com- 
Reno, Nevada recently an- 
nounced the opening of a “Used Ap- 
pliance Mart” and a service depart- 
ment prepared to handle all makes of 
refrigeration. This growing business, 
of which F. C. Burchett is manager, 
also has a new store in the Hotel Plaza 
Building. 


The 
pany ot 


* 
A steel kitchen cabinet completely 
stocked with soap was the inducement 
offered by the Heating & Air Condi- 
tioning Supply Company of Reno with 


the purchase of a General Electric 
washer. 
* 

The People’s Furniture Store of 
Denver, Colorado, opened during the 
last week of July with a celebration 
which included flowers for the ladies 
and cigars for the men. <A _ major 
electric appliance department is an 


important feature of the new business. 


Dave Uchill is manager. 
* * * 
Residential and farm customers of 


the Pacific Power and L ight Company 
purchased an average of $11.01 worth 
of electrical merchandise during the 
first quarter of 1941, according to a 
report of the new business department. 
This is an increase of nearly $1 per 
customer over the similar period for 
1940. Per 1,000 customers the sales 
amount to 28.6 refrigerators, 10.7 
ranges and 5.7 water heaters during 
the three-month period. The average 
annual kw.-hr. consumption per resi- 
dential consumer for the year ending 
in March 1941 was 1,711 kw.-hr. Av- 
erage cost of residential service was 
2.3¢ per kw.-hr. The first five months 
of the year saw 41 per cent of the 
company’s E.A.R. bogey met. The 
company’s 3-month revenue recovery 
drive ended July 31. Its aim was the 
sale of 2,460 ranges, 7,670 refrigerators, 
1,478 water heaters, 12,426 radios, 


| measure to this uptodate feature and 
| plans to outfit 


Ben Cohn, of Ben Cohn & Bros., Spo. 


kane, Wash., was first prize winner of 
the Northwest division in Philco's recent 
merchandising contest, and as a reward 
he enjoys an all-expense paid trip to the 
three-day conference of the Western 
Division of Philco Radio and Refriger- 
ator Products held at Del Monte, Cali- 
fornia. The Cohn store in Spokane, un- 
der the management of Ben Briss, sold, 
in addition to other Philco products, 
110 refrigerators in 36 days of active 
promotion. 


18,155 table cookery appliances, 2,465 

vacuum cleaners and 5,051 washers 

through dealer and company channels 
* * 

A new residential subdivision in Salt 
Lake City starts out with nine new 
homes, all of which feature complete 
electric kitchens. The Jensen-Morgan 
Company, speculative builders, credits 
the quick sale of all of them in large 


all of the 25 
contemplated in the near future wit! 
electric ranges, water heaters, refrig- 
erators, 
ers. The Blomquist Electric Company 
made the sale. 


A "Royal" Station Wagon 


The Royal Cleaner Man's in town! That's what dealers throughout California say— 
as they see A. L. Turnquist's new Royal cleaner station wagon come into view. 


Go-getter Turnquist—one of Royal's 


factory representatives, conceived the idee 
of taking all of the Royal Models to the dealer. 


It is pictured here in front of 


Thompson & Holmes, Ltd., one of Royal's San Francisco distributors. 
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FOR YOUR 
INFORMATION 


The Semi-Annual Convention of the 

Nation al Electrical Wholesalers Asso- 
cation will be held at the Hotel Stat- 
», Detroit, Michigan, October 14-17, 
wl. 


* * 


In support of the United States 
Treas iry in its campaign to sell De- 
ase Bonds and Stamps, Philco Cor- 
soration has become the first radio 
yanuiacturer to contribute a_ poster 
,ivertising the bonds to the general 
ublic. Philco has ordered 50,000 of 
the posters and is making them avail- 
tle without charge to radio dealers 
throughout the country. 


Increased demand for Whiting 
sokers has resulted in the addition of 
extensive building additions to the 
slant building stokers exclusively at 
711-21 West North Avenue, Chicago, 
I A new two-story concrete and 
rick construction with the addition 
fa second floor on the present one- 
sory building, increasing capacity 
13%. 


Graham Patterson, publisher of 
Farm Journal and Farmer’s Wife, 
gest among rural magazines (2,575,- 
00 circulation) has announced the ap- 
intment of Frank E. Watts as Elec- 
trical Counselor. Frank Watts has 
ng been an outstanding figure in 
the electrical industry. Formerly Edi- 
‘or of Electrical Dealer, he is recog- 
zed as one of the country’s fore- 
most electrical merchandising experts. 


The heating device section of the 
General Electric Company, Bridgeport, 
Conn., announces a new series of ad- 
vertisements in Life magazine. Two 
nsertions are scheduled for August 
n irons, and a full page September 
15 will announce the new G-E Aluron, 
which may be used with or without 
steam. The new G-E automatic 
toaster and other heating devices will 
be included in four other advertise- 
ments scheduled for October and No- 
vember. 


Rosalie Flank, for the last five years 
ublicity director and advertising man- 
ager of the American Furniture Mart, 
egan an extended leave of absence 
\ugust 1, it has been announced by 
Lawrence H. Whiting, Mart president. 


* * 


The Electric Vacuum Cleaner Co., 
Inc., Cleveland, Ohio, manufacturer of 
Premier vacuum cleaners, has_ re- 
cently been awarded defense contracts 
by the Army Ordnance Department 
totaling $1,500,000. A separate factory 
building is being erected by the Elec- 
tric Vacuum Cleaner Co., Inc., at its 
Present location, to facilitate speedy 
handling of these contracts. 


Plans for the annual convention of 
the Indiana Electric Association, to be 
eld at the French Lick Springs Hotel 
Sep:. 24-26, are being formulated here 
by . group of association officials, in- 
lucing Harry T. Pritchard of Indi- 
ana olis, president; W. Marshall Dale 
t ort Wayne, vice-president; and 


HE COLONIAL styling of the new 

Westinghouse Refrigerator is given a 
new distinction and sales appeal by color. 
Great Ladies of colonial days have lent 
their names and silhouettes to distinguish 
a great convenience to present day women. 


Models named for Martha Washington, 
Dolly Madison and Betsy Ross carry in- 
terior color, in paneling and dishes, that 
appeals to a color minded public. 


Added to such outstanding features as 
Tru-Temp Control, simplified motor mech- 
anism, Triplok door latch, Fiberglas insu- 
lation and beautifully finished all steel 
cabinets, is another plus value—Bonder- 
izing for finish protection. 


Bonderizing assures your customer of long 
time finish service. It gives the brilliant 
synthetic porcelain on Westinghouse 
Refrigerators, Laundromats and Roaster 
Ovens positive adhesion to the metal and 
protects them from rust. It assures maxi- 
mum finish durability. 


PARKER RUST PROOF COMPANY 
2164 E. Milwaukee Ave. e Detroit, Michigan | 


It contains complete information about j 
Bonderizing and tells what you should 
know about this “Extra Sales Feature.” 


CONQUER RUST 


i= Blossom of Indianapolis, secre- BONDERIZING * PARKERIZING * PARCO LUBRIZING 
ry 
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Honey will catch 


more flies than Vinegar 


ID laugh always helps smooth 
the way for a serious talk. That's 
why the practical after-dinner speaker 
invariably opens his remarks with a 
humorous story 

It was thinking along that line which 
led to the employment of Gluyas Wil 
famous cartoonist, for the 
advertising of U-S-S 


Phrough mirth-pro 


liams, the 
national 
labeled products 
voking 


situations, like those illus 


trated, we give life, color and interest 


to steel advertising 


To a public hardened with stories 
of war and disaster, this new adver- 
tising approach should be a refreshing 
diversion. It 
tomers through the Saturday Evening 
Home Journal, 
Better Homes and Gardens, and Ameri- 


reaches your best cus- 


Post, Ladies lime, 

can Home. 
Already many 

placing the U-S-S Label on their prod- 


manutacturers are 


ucts. You can tie in with this promo- 
tion by featuring ranges, retrigerators, 
cabinets, tables and other products 
marked with the U-S-S Label. 

Your salesmen will be quick to see 
the advantage of this extra sales fea- 
ture, for the U-S-S Label on any prod- 
uct means the manufacturer has used 
the best steel even for concealed parts 
which can’t be seen. 

We'll gladly cooperate with you in 
planning store windows, interior pro- 


MORE THAN 12 MILLION L-S-S 
Labels like this have already been 
issued to manufacturers for use on 
their products. Refrigerators, ranges, 
porcelain enamel tables, stainless 
steel pots and pans, table ware— 
even furnaces are being branded with 
the U-S-S Seal of quality. 


CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
TENNESSEE COAL, IRON & RAILROAD CO., Birmingham 
COLUMBIA STEEL COMPANY, San Francisco 


United States Steel Export Company, New York 
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motions, Or in preparing advertising. 


NEW SALES HELPS AND LITERATURE 
FROM THE MANUFACTURERS 


RAILLEY CORPORATION 


A new catalog and price list on Rail- 
ley Corporation, Cleveland, Ohio, has 
been issued describing their complete line 
of “Pin-It-Up” lamps. Included are de- 
scriptions of fluorescent bracket and desk 
lamps. Display fixtures for the lamps 
are also shown. 


FLORENCE STOVE COMPANY 


Catalog No. 502 has been issued by 
the Florence Stove Company, Gardner, 
Mass., describing and illustrating their 
complete line of oil space heaters. All 
models are shown in color and there 
is considerable material on geographic 
requirements for heating which should 
be of much help to dealers in selling. 


AUTOVENT FAN & BLOWER 


A new descriptive folder on attic venti- 
lating fans has been issued by the Auto- 
vent Fan & Blower Company, 1805 No. 
Kostner Ave., Chicago, Ill. The prin- 
ciple on which the attic fan works is 
lescribed and illustrated with pictures. 


MANNING BOWMAN 


“The Quality Quins” is the title of a 
new booklet issued by the Manning Bow- 
man Co., Meriden, Conn., describing the 
promotional, merchandising and advertis- 
ing material available to promote the 
table broiler, waffle baker, toaster, perco- 
lator and iron which the company are 
featuring as a unit. There are reproduc- 
tions ot the national advertising being 
run and many suggestions as to proper 
tie-ins to take advantage of the market 
being created. 


AUTOMATIC PRODUCTS COMPANY 


Designed by Automatic Products Com- 
pany of Milwaukee for the use and 
help in selling oil burning space heaters 
and other oil burning appliances, is the 
1941 A-P Album of Space Heater Sell- 
ing. The booklet gives a complete story 
of all available A-P oil controls as weil 
as all of the electric and automatic con- 


version units that give your customers 
the benefit of completely automatic heat 
Part of the book is devoted to \uickly 
answering some of the common ques 
tions that may be in the mind of th 
buyer and of great importance is th 
visual prospect chart, which shows th 
retail salesman where he can sel! mor 
oil burning appliances for the retailer, 
For further information write Aut 
matic Products Company 2450 Nort 
32nd Street, Milwaukee, Wisconsin. 


W. B. CONNOR ENGINEERING 


A circular describing their complet 
line of unit odor  adsorbers 
been prepared by the Dorex Division oj 
the W. B. Connor Engineering Corp 
ration, 114 East 32nd Street, New York 
and is available for distribution. Illus 
trations of the units, together with dime 
sions, capacities, construction and oper 
ating features are contained in ¢ 
circular. 


DECATUR PUMP CO. 


The Decatur Pump Company, maker: 
of Burks Water Systems, announce t 
completion of their new 1941 catalog 
It is now in the mails to all Burks jo 
bers and dealers and additional copie 
are available. without charge, to a 
dealer or jobber interested. 

The new Burks catalog contains illus 
trations and comprehensive data on a 
models of the Burks Niagarette Supe 
Turbine Shallow Well systems and Burk 
Vertical Centrifugal and Super Turbi 
Educer Deep Well systems. 


BLACK & DECKER 
Black & Decker, Towson, Md., 


just published another in its series 
Handbooks—a 56-page Data Book 
power assembly tools: portable electr 
screwdrivers, nut runners and taappers 

This book contains a wealth of 
formation, not only on power assem! 
tools but valuable information as to sizes 
of pilot holes; bolt, nut, cap screw ar 
lag screw sizes; socket wrenches; ta 
drill sizes, etc. 


Two Snappy New Nesco Displays 


—— 


| 


SEPTEMBER, 


To help promote its new appliance, the Nesco "Chef," National Enameling & 

Stamping Co., Milwaukee, Wis., are furnishing its dealers with the life-sized, nat 

ural color display on the left. A similar natural-color, cutout display, available tc 

dealers, fits on the automatic de-luxe roaster and calls attention to the built-ir 
time clock, one of Nesco's exclusive features. 
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Stewart Warner have produced the 

above display for their dealers selling 

True-Temp refrigerators. Child with 

double ice-cream cone conveys message 
of "More For Your Money”. 


ILG 


{ new 64-page combined catalog and 
engineering data book on Universal 
Blowers has just been announced by the 
lig Electric Ventilating Co. of Chicago, 
Illinois. 

Colorfully printed and profusely illus- 
trated, the book features Ilg’s four lines 
{ direct-connected and belted blowers, 

is the two lines of volume blowers. . . 
the construction of the Ilg-built motor 

advantages of the Ilg patented 
Variable Air Controller and Floated 
Drive . . . and the complete group of 
Marine blowers. Uses of each type, 
varacteristic curves, dimensions and per- 
ormance data are included. Then, as 
an extra service, fan performance laws, 
an altitude table, air friction and duct 
graphs, sample specifications and a chart 

f universal discharge arrangements have 
een reproduced. 

While distribution of the manual is 
eing restricted, qualified architects, en- 
gineers and contractors may receive a 
opy by calling the nearest Ilg branch or 
yriting direct to the Ilg home office in 
Chicago. 


G-E PLASTICS 


The plastics department of the Gen- 
eral Electric Company, Pittsfield, Mass., 
las prepared a 64-page illustrated book- 
et telling how Textolite plastics are 
made—covering each step from raw ma- 
terials to the finished product—and indi- 
ating the variety of applications for 
vhich different types of Textolite are 
suited. 

In eight sections the booklet covers 
raw materials, development, designing 
and engineering, mold making, molding, 
laminating and fabricated parts, indus- 
trial design, and commercial policy. Two 
ther sections present in chart form the 
properties of Textolite molded and Text- 
olite laminated. 


EVANOIL ANNOUNCES FULL COLOR 
SLIDE FILM 


DETROIT—R. B. Evans, vice president 
m charge of the Evanair Division of 
Evans Products Company, Detroit, an- 
nounces the distribution of a new full- 
olor slide film featuring the new line 

Evanoil heaters. 

This film, photographed in full color, 
includes helpful space heater selling tips 
and market information as well as com- 
pletesinformation about each unit in the 
Evanoil models line-up. 


got the stuff! 


Chromel, as heating element wire, is a 
quiet performer. In use, it generally is out 
of sight, like many another faithful and 
helpful worker. Yet, though Chromel may 
not be flashy to the eye, year on year it 
pours forth its clean, flameless heat, for 


convenience and comfort in millions of 
homes. Indeed, Chromel does “have the 
stuff” which helps keep your cash register 
ringing, for Chromel-equipped devices 
make repeat customers. See that your 
devices are Chromel equipped. 


HOSKINS MANUFACTURING COMPANY 
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When they see 


EVERHOT 


the sale is 


— i! 


@ Everhot Ray-vector Electric Heater is so 
obviously the “one I always wanted” that outstanding 
sales appeal comes naturally—the result of engineering 
a universally required electrical unit in a market-wise as 
well as a technically sound manner. 


Everhot Ray-vector has cinched its leadership in store 
and home by what it is doing for dealers and users. This 
is a year when such auxiliary heating units more than 
ever will be in demand. Here is the up-to-date unit of 
tested and proved accomplishment. 


Order your Everhot Ray-vector stock without delay. 
Be ready when morning chill, sudden weather changes 
and cold rooms send people shopping for the means of 
temporary or extra warmth. 


THE SWARTZBAUGH MFG. CO. 


MANUFACTURERS OF EVERHOT RANGES, ROASTERS AND APPLIANCES 
TOLEDO, OHIO, U.S.A. 
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Sugar on Your Bread and Butter 


that happens he doesn’t know which 
way it is going to go. Now if we 
wait until the owner of an old ma- 
chine gets actively in the market we 
may be out of luck. By getting there 
when she only has an ailing machine, 
we can close the deal before she ever 
becomes a shopper.” 


Get to Know Prospects 


When Paul Calvert drops a washer 
off his truck he makes an appoint- 
ment to do a washing. And he gets 
there 30 minutes ahead of his date 
and does that laundry. 

“A lot of people argue that doing 
a laundry is superfluous these days,” 
he told ELectricAL MERCHANDISING. 
“They argue that everyone knows how 
to run a washing machine and there is 
no use having a salesman fool away 
his time. I don’t look at it that way. 
I know there is no better way in the 
world of getting acquainted with a 
prospect than while demonstrating a 
washing machine. As a matter of 
fact, | often sit down with the house- 
wife and have a cup of coffee and 
she tells me just how the land lies 
around the place and what I have 
got to do to sell her husband. It 
isn’t the importance of instruction that 
counts, it’s the getting in with the 
family that amounts to something.” 

He has a practice of leaving a 
demonstration board with the wife 
and asks her to run it through the 
wringer when her husband gets home. 

He also gives her some information 
to pass on to her husband in case 
he objects to seeing a demonstrator 
on the premises. 

“Tell him that this is a demon- 
strator and is not for sale,” he ad- 
vises. “Open the top and show him 
it’s dark inside. Tell him it is a 
chance for you to try out a washing 
machine with no expense to yourself 
and it will be removed right away. 
Get your husband to run this board 
through the wringer and see how 
sturdy the machine is.” 

“But what if we break it?” asks 
the wife. 


CONTINUED FROM PAGE 6 


“Go ahead and break it if yo: cap, 
Remember the machine belongs jo y; 
and you’re taking no risk. <A yway 
if you can break it the time t. fing 
out is right now before you have 
bought it.” 

It is not particularly difficult to get 
permission to loan a demonstrator 
Most people understand 
salesmen get paid on the number of 
demonstrators they put out and are 
willing to cooperate. In about one- 
fifth of the homes called on a demon- 
strator is left. 

The boys size up the place carefull; 
before punching the doorbell. A house 
that shows signs of a lot of improve- 
ments in recent years is always 
good prospect even though it may be 
a little bit of a two-room shack set 
back in the trees. 


Selling the Husband 
Comes Next 


When Paul calls back on the hus- 
band in the evening he often meets 
the question, “What the hell did you 
leave this demonstrator here for?” 
Paul comes right back at him with 
the question, “What would you d 
if you didn’t get paid on Saturday 
yourself ?” Replies the husband, 
“That would be pretty bad.” 

“Well, I’ve got to eat and I get 
paid on the number of demonstrators 
that I put out. After all your wite 
is only helping me to earn a living, 
and it doesn’t obligate her at all.” 

His close is something along the 
order, “You’ve seen a Maytag, you've 
tried it, and I wonder how you would 
like to keep this one?” 

If the family been having 
trouble with their old machine and 
have been through a satisfactory 
demonstration, the chances are that 
they are in the mood. Previous t 
leaving after his morning demonstra- 
tion Paul usually makes a try for a 
close such as saying to the housewiie, 
“Want to make a $25 deposit on 
this machine right now ?” 

Quite often she does and no return 
call to see the husband is necessary 


Having his neck open and tie undone is sales technique with Paul 
Calvert. And the offer of a cigarette is a good door opener. 
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While authorized to make as low a 
jwn payment as $7.50 he never does 
st shoots for $25 or $15 because he 
vants the family to get as much 
mey into the washer early in the 
ame as possible. 

“When folks come into the store 
iad they want a low priced machine, 
Paul leads them off with “Man, this 
;a poor man’s washer. You don’t 
vant this. It’s built to last you 20 
vars, not three or four.” 


Psychological Selling 


Another step up device he uses, 
vhen the bee is put on him for a low 
riced machine is to find out, listen- 
ng intently to what the price quoted 
“You say they will sell you that 
achine for $49,” he says. “I’m go- 
ng to save you some money. I’ve 
got a $49 washer in here that I can 
even better than that. Mister, 
Il sell you this machine for $25 if 
ull take it out of here.” 
And so saying he leads him over 
a brand new machine and vigor- 
usly whacks the wringer. It sounds 
ke a tin pan, and very rattly. That 
tinny noise kills all prospect for a 
ale, he declares. For most people 
sage appliances by their weight, their 
solidity and their freedom from rattle. 
tis a common trait of mind. 
The Calvert boys believe in using 
their users too. Every two or three 
mths Mike Ruzen of the service 
epartment is sent out to call on all 
the old customers with a big oil can 
1 his hand. He presents himself at 


the door, and tells them he has come 


oil up the washer for them. It is a 
service gratefully received, and any- 
dy with an open ear and ready 
mgue like Mike gets a lot of leads 
ind information through these con- 


tacts. 


Calverts Handle 
All Own Paper 


The Calverts handle all of their 
wn paper and insist on their trade 
coming into the store to make pay- 
ments. This is simple as the location 

downtown and convenient. One 
f the good will devices of the insti- 
tution is to have a box of petty cash 
vhich they advance to women on 
their books when they are hard up. 
In fact, the store has a whole box 
f 1.0.U.’s from wives who ran out 
f gas money or needed little change 
vhen downtown. Inasmuch as these 
vomen are all paying off on machines 
their credit is perfectly safe and oddly 
enough they are very faithful in com- 
ing in and picking them up. It’s a 
goodwill device that does the store no 
end of good, Paul Calvert declares. 
Today the Calverts have some 5,000 
Maytags in use in their community, 
and feel that they are over the hump. 
“Just tell the boys that they are 
‘Tazy to sell a cheap machine at any 
time and doubly so right now when 
ippiances are hard to get,” Paul 
Calvert told EvecrricaL MercHan- 
DISING. “Never forget that the high 
Priced machine is the thing that puts 
the sugar on your bread and butter.” 
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Mrs. Worm 


| 


FOR THIS MACHINE 
IN JUNE, 1928 


and she says: 


PORCELAIN ENAMEL 
MAKES SELLING EASIER 


@ Prospects automatically expect the washer tub to be porcelain enameled. It is the 
standard, universal finish. That in itself is a sales point. Porcelain enamel wouldn't be 
covering the overwhelming majority of washers if it weren't the best finish available. 
But don't overlook the obvious and forget to make capital of it. To talk up the porcelain 
finish, first, gets a nod of the head from the prospect because she knows porcelain 
enamel. She has it on her sink, in the bathroom, on her range, refrigerator—all sorts 
of places. And getting your prospect to agree with you is the first law of salesmanship. 


And you should know, too, that more and more washer manufacturers are using 
LUSTERLITE Porcelain Enamels because they not only are the industry's standard of ex- 
cellence and uniformity but are vastly improved over the porcelain enamels of several 
years ago. LUSTERLITE Porcelain Enamel is endlessly durable, positively sanitary, scratch 
and fade proof, everlastingly beautiful. Everyone—manufacturer, dealer and customer 
—can depend on LUSTERLITE... made by the Chicago Vitreous Enamel Product Company, 
Cicero, Illinois. 


CHICAGO VITREOUS 


LUSTERLITE H<ENAMELS 
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ALL MODELS CERTIFIED 
BY ELECTRICAL 
TESTING LABORATORIES 


BROILKING’s day-to-day sales have broken 
records all over the map—sure sign that it’s 
due to be the BIG small appliance gift item 
this Christmas! BROILKING features make 
it the broiler women want... smokeless 
“Circulator Hood” to prevent steam from 
“stewing” meat... extra roomy broiling area 
... automatic heat indicator... high-low 
heat... handsome beauty for any table... 
one-year guarantee (except cord and porce- 
lain tray) ...and many other advantages. Be 
your own Santa Claus this year and feature 


BROILKING in your gift line for Christmas! 


INTERNATIONAL APPLIANCE CORPORATION 
1033 Metropolitan Avenue, Brooklyn, N. Y. 


Models listing from $7.45 to $14.95 


(Pacific Coast Prices Slightly Higher) 
Aristocrat Model 400 shown above. 


Regent Model 551 with double lock- 


hinge cover shown at right. 


THE BIG SMALL APPLIANCE FOR 


* | A Complete Training in Home 


AMERICA'S FINEST ELECTRIC table 


BROILER 


* 
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Appliances for San Francisco Stud nts 


The beauty of the new buildings of the San Francisco Junior College are matched 
by the complete modern equipment of the home economics department. 


The students of the San Francisco Junior College will have no fear of ironing 
on an electric machine for they learn how to operate one in their class work. 


The dishes used in class work are washed in, up-to-date fashion in the electric 
dishwasher. The girls learn how satisfactory electrical aids to home tasks can be. 


Under the direction of Mrs. Edith 
Murphy, Home Economics Directot 
of the San Francisco Public Schools, 
assisted by Mrs. Cleo Filsinger, appli- 
counselor for Pacific Gas and 
Electric Company in San Francisco 
the following standard electrical e uip- 
ment was selected for the laboratory 0 
the school: 

Four de luxe ranges. Four -mall 
ranges. A refrigerator. was! 
machine. A clothes dryer. An ironer 
A dishwasher. 


HE new San Francisco Junior 

College believes in keeping its 
students posted on the current trend 
of these electrical times. An all-electric 
laboratory, equipped with the most 
modern types of electrically operated 
appliances for home use, has recently 
been installed in the Home Economics 
Department, which not only demon- 
strates to the students through actual 
use the advantage of electric cookery, 
but also provides experience with mod- 
ern laundry equipment. 


ance 
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, addition there was included a 
assortment of mixers, 
ers, Coffeemakers, waffle irons 
jother electric table equipment. 

The electric laboratory will serve 
wmber of purposes in student edu- 
ion, Pupils will receive training in 
»art of homemaking as well as being 
jessionally trained in the domestic 
nce field. They will actually use 
j become familiar with a wide va- 
ty of time-saving electric appliances. 
laboratory is equipped to handle 
enursing courses. Courses in die- 
cs, teaching and nutritional work 
i] be included. There will also be a 
wcial course covering the problems 
a hostess in the home in which 
nents will be taught the proper 
aration and planning of meals, 
y to set the table, how to receive 
pests and the many duties of a gra- 
us hostess. 

Actual student instruction in the 
trical laboratory is under the 
servision of Miss Frances Mount, 
ier whose direction the equipment 
personally demonstrated and used. 
lals are prepared on the electric 
nges. Students wash the dishes in 
e electric dishwasher. Soiled linens 
re put through the laundry equip- 
ent—washed, dried and_ ironed. 
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Electri-Calculator'' Com- 
putes Monthly Average 
Appliance Cost 


SLIDING card “electri-calcu- 
lator”, recently issued by the 
eveland Electric Illuminating Com- 
my, tells at a glance what it is go- 
g to cost a home-owner to operate 
p appliance they contemplate buying. 
1¢ sliding scale shows what the 
erage monthly bill is and what the 
t of operation of the appliance 
uld be based on that present aver- 
ge. In this way, the company spot- 
ghts the gradual reduction in rates 
ich takes place with new appliance 
urchases. 

For instance, presuming that the 
ustomer’s average monthly bill is 
805, the sliding scale shows that 
he addition of a range would cost 
201 to operate, a refrigerator .62, 
washer 10 cents, an ironer 41 cents, 
If their monthly bill now aver- 
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ages $6.73 or over, on the other hand, 
the addition of the range would cost 
only $1.29 to operate each month, a 
refrigerator only 36 cents, a washer 
five cents and an ironer 23 cents. 

Figures on monthly cost of opera- 
tion are given for cleaners, clocks, 
coffeemakers, dishwashers, disposals, 
furnace blowers, heaters, irons, iron- 
ers, mixers, percolators, radios, 
ranges, refrigerators, roasters, stok- 
ers, toasters, wafflebakers and wash- 
ing machines. No figure is included 
for water heaters. 


Meter Selling Boosts 
Collections 


HE meter plan of selling re- 

frigeration, which had such a 
start a few years ago and faded away, 
is staging a come-back in Fort Worth, 
Texas, according to J. M. Foust of 
the Frigidaire Division of General 
Motors Sales Corporation. 


J. M. Foust finds housewives lose inter- 
est in warm refrigerators in Fort Worth, 
Texas. 


“The reason for this lies in the col- 
lections,” he explained. “In a case 
of a delinquent without a meter, the 
box still runs and the wife keeps 
things in it. As a result she raises 
Ned if it is picked up and tries all 
kinds of stalls to hang on to the re- 
frigerator.” 

“On the other hand,” said Mr. 
Foust, “if the family is not putting 
money into the meter to keep the box 
running it cuts off and the housewife 
loses the use of the refrigerator. 
When men call to pick up the refrig- 
erator she has no argument to stall 
them off. She is not using it any- 
way.” 

The result of having meters on 
boxes with borderline customers is in- 
surance that the box will be in better 
shape when pulled. None of the meter 
boxes go through the two or three 
months of stalling and ill will that the 
non-meter boxes do before they come 
in. As a result they are much easier 
to re-sell. 

Mr. Foust advocates the selling of 
metered refrigerators to prospects 
who come in to buy second-hand re- 
frigerators. He favors, also, taking 
them out the moment the collector 
finds one warm. 

“T think dealers should sell this type 
of box to the type of man you would 
pass on if you were in a good humor. 
One with a steady but low income. 
You can’t sell the WPA unless the 
man has a good paying record.” 
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MERCHANDISE “ON ORDER” 
THREATENS BUSINESS TODAY 


Recordio dealers will cope with this situation 
because of Wilcox-Gay’s H. U. S. sales policy. 


Wilcox-Gay recognizes two responsibilities in the present situa- 
tion. First, the manufacturer’s responsibility to the defense effort. 
To this project Wilcox-Gay is now devoting a considerable portion 
of its manufacturing facilities. 

The second responsibility is that of the manufacturer to his dealer- 
ship organization. Wilcox-Gay was fortunate in having a proven 
sales policy which fulfills this responsibility and requires no radical 
revision to meet the present crisis. H. U. S. stands for “higher-unit- 
sale.” The H. U. S. sales policy has been effective during normal 
periods. It will prove more effective now. The H. U. S. sales policy 
works because it is founded on a product of proven quality which is 
supported by a fast-growing quality-conscious market. 

Recordio acceptance is solid and bankable. It becomes a valuable 
property to the dealer faced with merchandise “on order.” For 
Recordio dealers can depend on sustained sales volume through 
fewer but larger sales. More people are buying higher priced mer- 
chandise this year. They represent the Recordio market. 


Consider the logic of Wilcox-Gay’s H. U. S. policy. Realize, too, 
that it is a long-range policy that will outlive the present crisis. 


SELL WILCOX-GAY RECORDING DISCS 
This fast-growing market offers steady, substantial year around 
profits. Consider these advantages: 
SMALL INVESTMENT °¢ Like “five & ten’’ merchandise, Wilcox- 
Gay discs produce volume and quick turnover on a small 
investment. 
CONSISTENT TRAFFIC-BUILDER * Disc buyers are steady customers. 
They afford a valuable contact for additional sales. 
READY-MADE MARKET ® A huge disc market exists and is ex- 
panding rapidly in stride with home recording. 


Wilcox-Gay is the world's largest manufacturer of recording discs. 
Investigate Wilcox-Gay's new disc-merchandising program. Contact 
your Wilcox-Gay distributor or write the factory. 


WILCOX-GAY RECORDIO 


RECORDER-RADIO-PHONOGRAPH COMBINATION 
WILCOX-GAY CORPORATION © CHARLOTTE, MICHIGAN 
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EQUIPPED WITH 
Wt 

TRIPLEX 

BURNERS 


Here’s the answer to the big demand for a low cost, big 
capacity heater for large homes. small store buildings, and 
other places with extra large heat requirements. Silent- 
Sioux Model PF-SOA equipped with twin triplex burners. 
During mild days, right hand burner only is used, with left 
hand burner acting as radiator or economizer. During 
colder weather. second burner comes into operation to give 
that extra capacity. Highly efficient under all conditions. 
Neat, trim. No bulky appearance. 


LOOK! Gealerstups still avariable in many good ternitones 
for complete line of Silent-Sioux oi burning furnaces, pot- 
type furnace burners, hot water heaters, and room heat- 
ers. Write today. Sold only thru independent distributors. 


Address Dept. 3 


flame. Overe, 
‘ome: 

and burns ail 
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PIONEERS /N O/L HEATING 


SILENT SIOUX OIL BURNER CorRP. 


ORANGE CITY. 


the dealer 


LETTERS 


| To the Editor: 

No one concerned with the future 
of the home appliance industry could 
help but be deeply impressed by your 
excellent editorial in the July issue 
of ELectricAL MERCHANDISING. In 
al! truth the industry is faced with a 
task it simply cannot afford to side- 
step. Not only that, but it is a task 
which must be taken on wholeheart- 
edly WITHOUT DELAY, for the 
continued existence of the industry 
undoubtedly is at stake. 

While the situation is greatly in- 
tensified by limitations imposed by the 
present emergency, the fact remains 
that a substantial part, if not all of 
| the difficulty stems from abuses prac- 
| ticed within the industry for entirely 

too many years—just as your editorial 

points out. 
| There’s no doubt in my mind (and 

I can assure you I’ve studied the 
| situation seriously) that the matter 
of distribution through regular dealers 
and distributors is one of the things 
which demands immediate overhaul- 
ing. 

The electrical appliance dealer to- 
day is concerned no end over the dis- 
tribution methods to be employed by 
manufacturers of such appliances dur- 
ing the emergency. Hence, it’s time 
NOW for the industry to set up a 
well-integrated program designed to 
insure a profitable operation both for 
and the manufacturer, come 


what may. 


The condition which has long pre- 


Inject New Zip in your 
Load-Building Program with 


ermogray 
WATER 


TILITY operators know that off-peak 
water heating is one of the most 
effective ways of balancing load to 
increase revenue. Thermogray Electric 
Water Heaters help you step up in- 
come, and, at the same time, utilizes 
idle capacity which does not interfere 
with the power demands of defense 
production. Off-peak water heating is 
the logical load builder during the 
present emergency. 


Best of all, the valuable experience 
of Thermogray engineers has enabled 
them to produce a_ highly-efficient, 
large capacity water heater that sells 
easily and gives years of carefree, 
automatic service. 


Build a balanced load for extra 
profits! Write or wire today for FREE 
circulars and complete information! 


Pictured above is 
Type-D, 93 gal. 
Made in all sizes from 
148 gal. 


OFF PEAK 


ATING 


the Thermogray 
size water heater. 
10 gal. to 


THERMOGRAY CO. 


321 W. McKINLEY ST. 


JEFFERSON, IOWA 


vailed in our field was not caused by 
any one man or any one group within 
the industry. We've all been at fault 
to a greater or lesser extent. It goes 
without saying that the process of 
correction calls for the full coopera- 
tion of all concerned—manufacturer, 
distributor, and dealer alike. There 
can be no breakdown anywhere along 
the line. But just what is the 
situation ? 

As of today the independent dealer 
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Priorities for Dealers 


is confronted with two kinds 0; 
petition. One entails 


Cu 
meeting coy 
panies which now enjoy lower 


systems of distribution; the other 
ing at cut prices by retailers. Th, 
must be met squarely and overeo 
if we are to continue to do busin 
during and after the emergency. 
From my study of the situation 4) 
solution seems rather simple, all thin 


considered. The limitations impos 
by the emergency appear to be # 


key to the matter. 

Two inevitable by-products ot ; 
emergency are fewer models and | 
volume. These will necessitate a sy 
stantially altered distribution picty 
—one of the things the industry I 
needed for a long time. Distribut 
costs will have to be lowered duri: 
the period of the emergency. Th 
once the emergency is over, if we’ 
wise and hold our heads the industry 
course will practically chart itself. 

However, distribution costs can 
lowered only if the dealer will coop 
ate—and it certainly is much to | 
advantage to do so. His position ¢ 
be improved and the manufacture: 
headaches lightened, the cost of dis 
tribution lowered, if the dealer wi 

Discontinue trying to sell too ma: 
lines. Too many lines hamper 
clerks when trying to clinch sale 
The clerk can neither sell any o 
line convincingly nor be expected : 
know the best story for each lit 
Multiplicity of lines also entails | 
use of excessive floor space—spa 
that could be used to better adva 
tage; for better displays, etc. It als 
slows down turn-over. Advertising 
under this condition, always is incot 
sistent, due to the fact that it sel 
one item one day and another th 


next, thus failing to create confider 
in the dealer or the merchandise. 
The dealer with too many lines 
at a disadvantage, too, by frequent! 
being out of certain numbers in ea 
line. 


This results in the loss of sal 


“YEAH! WELL YOU SHOULD BE GLAD THEY FIXED THAT SHORT IN THE MILKER 
BEFORE THEY GOT ‘ROUND TO YOU" 
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,j failure to get the highest average 
jing price because the sell-up story 
ich is built into each line by the 
wiufacturer is incomplete. Finally, 
+a dealer invariably has improper 
+k control with  profit-stealing 
rite-<downs. 

The manufacturer, on the other 
nd, should make a sincere effort 
,obtain proper distribution of deal- 
~ On surveying his dealer setup, 
many cities he will find improper 
tribution of dealers—too many in 
we buying area and too few in an- 
her. Too many manufacturers, to- 
by, as the result of poor distribution 
; dealers, are spending their time, 
ergy, and money, selling dealers 
wher than helping the dealers sell 
vrchandise to customers. It’s a sit- 
tion that inust be corrected, for it 
wults in: 

|. Selling of price alone rather than 
atures, value, convenience. 

? Price cutting of standard lists 
sulting in lowered dealer profits. 

3. Wasteful, expensive cooperative 
Wvertising that doesn’t tell a desire- 
rating story of the manufacturer’s 
ids. 

4, Competition in the form of ex- 
wsive trade-in allowances. 

5. Increased credit losses by manu- 
acturer or distributor. 

In my opinion, conditions call for 
e dealer to carry not more than two 
rands in each type of major appli- 
ace. He definitely MUST show 
me real loyalty to these manufac- 
wrers. If he doesn’t he scarcely need 
spect manufacturers or distributors 
go out of their way to supply him 
rchandise when a shortage exists. 
The dealer should pay particular 
tention to maintaining a high aver- 
ze selling price, and to try con- 
istently to sell the brand name of the 
anufacturer or distributor from 
vhom he expects to obtain merchan- 
lise. By doing this he’ll be doing 
himself the most good. We've finally 
but definitely—reached the point 
where the appliance retailer (if he 
proposes to remain in business) must 
put his operation on a business, rather 
than a racket, basis. | 
Discount selling in the retail field | 
wually is done with at least the sus- 
sition of the wholesaler. Such situa- 
tions will have to be eliminated. Man- 
wacturers will have to scrutinize the 
listribution of retail outlets, instead 
i resorting to the shotgun method 
i how many and what type of deal- 
es are needed in any one buying area. 
With these franchised dealers co- 
erating the manufacturer or dis- 
‘ibutor reaches the point where he 
sable to train retail salesmen prop- 


tly. His sales organization then 
vill be in a position to help toward 
ales to ultimate consumers instead 


{devoting most of his time to selling 
talers. This will result in an ulti- 
mate lower cost to all concerned. 

Herein, I believe, lies the answer 
‘0 two problems: meeting conditions 
resulting from the present emergency, 
id providing the answer—perma- 
tently—to the problem of companies 
tow enjoying lower cost distribution. 
the answer doesn’t necessarily lie in 
buying cost. 

The manufacturer is going to have 
0 take the initiative and develop a 
lefinite program to meet and over- 
ome the situation. As indicated pre- 
‘ously in this letter, and as strongly 
urged in your July editorial, the time 


o do it is NOW!!! | 


MAY | SHOW YOU 
HOW TO GET BIGGER 
RETURNS FROM 
THE CLASSIFIED ? 


Your Classified Telephone Directory representative 


can help direct more business to YOU 


Here is a suggestion, based on experience and 
proof. It points the way to more business. 


What should your advertising in the Classified 
section of the telephone directory tell the people 
of your community? 


An experienced Directory representative is 
ready to offer you some tested ideas. He special- 
izes in this field. As the result of his contacts 
with consumers and business men, he has gained 
knowledge about your community and how the 
Classified works there. 


That explains why he is well qualified to: 
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1. Advise how consumers use the Classified and 
for what purposes. This information may give 
you a better understanding of how directory 
advertising applies to your business. 


2. Survey your business from a directory adver- 
tising standpoint and suggest the type of 
sales message most suitable to your individual 
business. 


3. Advise on the appearance of advertising copy, 
art work, typography, etc. 


Why not consult the local Direc- 
tory representative? Just call the 
telephone business office. 
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DELUXE 
ELECTRIC COOKING 


To convince your custom- 
ers that deluxe electric 
—_———" cooking is not beyond 


the range of the family 
budget — show them the 
Cavalier K-36. Although 
it’s priced just above the 
“leaders,” K-36 is a full- 
size electric range, meas- 
uring inches across 
the top and offering all 
these conveniences. Over- 
Size Oven (19” x 16” x 
16”) with Extra-Thick 
Insulation for fast, cool 
cooking. Extra-Deep 
Broiler with special 
Smokeless Rack. Five-Heat Reversible Rotary Switches. Budget 
Cooker and three surface units. Appliance Outlet. Warming 
Compartment and two storage drawers. All-porcelain construc- 
tion. The household budget and electric cooking will surely 
“make contact” when you feature the K-36. Write for informa- 
tion today. 


CAVALIER CORPORATION 


Chattanooga, Tennessee 


1E NEEDS THIS S/GWAL 


Automatic lever-operated shutters and these other im- 
portant features warrant your consideration: Totally 
enclosed motor—rubber motor mounting—10” quiet type 
fan—telescopic adjuster for walls—detachable plug—inside door for weather 
protection—opening and closing door operates motor and shutters—cast iron 
outside frame—close fitting shutters—large wool-packed oil reservoirs—inside 
white baked enamel finish. Complete details are yours for the asking. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 
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Selling From The 
Family Album 


HE most convincing argument 

which a prospect can be given 
to induce him to purchase is that one 
of his friends or a person he respects 
has purchased the equipment in ques- 
tion and is satisfied with its operation. 
Using this principle, Harry Burning- 
ham, head of the major appliance de- 
partment of Sears Roebuck at Ogden, 
Utah, has started a “family album”, 
which is destined to contain pictures 
of families who own and enjoy a Cold- 
spot refrigerator. The album is to 
contain intimate photographs, prefer- 
ably with as much dramatic action in 
them as possible, which will feature 
father, mother and children, along with 
the family pets, if any, and the re- 
frigerator. Mr. Burningham and one 
of his staff who makes a hobby of 
photography have started out to call 
on satisfied owners who have pur- 
chased refrigerators from the store in 
recent months in order to secure the 
pictures and with them, statements of 
what they think of the equipment in 
use. The album when completed is to 
contain thirty to forty photographs of 
owners from every class of society 
and from every district which the store 
serves, together with the testimonials. 
It will be kept in the main depart- 
ment, so that prospects may page it 
over, recognizing a friend or neighbor. 
Later additional albums may be made 


up for the individual salesmen to take | 


with them on their calls. 


Demonstrations A Mistake, 


Says Boise Dealer 


OUSEWIVES do not want a 

strange salesmen around when 
they are handling the personal wash 
of their families, says L. J. Kenter, 
manager of the Sears Roebuck wash- 
ing machine concession of the Falk 
Mercantile Company of Boise, Idaho. 
His men no longer do any demon- 
strating of washing machines. In- 
stead they explain the mechanism of 
the machine very carefully when it is 
sold, making sure that the housewife 
understands its operation and care. 
This makes it possible to sell machines 
even in country districts without reap- 
ing a harvest of service calls. The 
salesmen also take the trouble to call 
back several times after the machine 
is sold, thereby catching any misun- 
derstandings and averting service dif- 
ficulties, while at the same time they 
collect prospects for future follow-up. 
This firm devotes considerable atten- 
tion to selling the higher priced 
brackets of merchandise, making the 
effort always to sell up. The result is 
a gratifyingly high average sale. They 
also maintain a system of “second 
sales,” carefully following up former 
customers to catch their additional 
electrical needs as they arise. 


WILCOX-GAY 


Charleston Electrical Supply Company, 
one of the largest and outstanding appli- 
ance distributors in the West Virginia 
territory, have been appointed exclusive 
Wilcox-Gay distributors in the West 
Virginia territory. 

The company is one of the oldest radio 
distributors in West Virginia, having 
started in this field in 1920. 


Proven Profit Leadergy 
FOR YOUR 


Merchandise Deparime 


THE NEW ART CLEANER 
Patented New Art Cleoner ix 
different from anything else or 
the market. A m wa 


rug 5 and 
ax applicator one 
scientifically built device 


So unique and int: r 
that 


de 
ons ration 

Ideal for ma 

jor ap) liance 

Prospect 

Canvs ssing 

and ister. 


man incomes. Supported by 
national consumer adver! ising 
Retail Price $3.50 Central States 
Liberal Discount $3.75 Seaboard States 


ine Instantly 
available, out 
the way 


advertising and leading woman's ine editoria 
comment. Splendid extra sale or stimulation item 


Retail Price $1.95 
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TRIPOD COLLAPSIBLE DRYER 


Most compact wooden dryer ever offered ove tl 
Has 12 wooden bars, 24 ft. drying space 
available as needed. Wh open stands «a lealer, 
convenient height Closed folds to co 
8"x27" for easy storage. Splendid com M 
panion item for electric ironers, as pre- sKecl 
mium or combination sale. Demonstrates “ X 
easily: attention compelling My 
Retail Price $2.95 1° Ind 
ye inc 
al yee 
Write today men. 
wands 
Artmoore 
me Cal 


Dept. EM 91 
108 N. Water St. 
Milwaukee, Wis. 


OUR NEW 


REVISED 


SALES BOO, 


=, 
SE, 


@ LOWER PRICES 
@NEW MODELS 
@ IMPROVED DESIGN 


FLUORESCENT 
LIGHTS 


NOW OR NEVER! © 


The greatest selling 
bonanza in a decade. Mil 
lions of prospects waiting 
to be sold. Our new attrac: 
tive Sales Catalog just of 
the press. Scores of attrac: 
tive models at new Low 
Prices. Exclusive territory to 
producers. 


Send for FREE 
Illustrated Sales Book 


SIGNCRAFT 


3117 No. Washington Ave., Minneapolis, Min. 
DONT WAIT! 
FOR NEW FREE CATALOG 
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Table Display Gets 
Mixer Customers 


Me editoria 
lation item. jj 


ARRIED out of S. P. Wolever’s 
electric shop in Lafayette, Ind., 
ere some 75 mixers. Since this is 
ove the average number sold by a 
aler, ELECTRICAL MERCHANDISING 
sed Mr. Wolever his technique. 

“My son George was a captain in 
te Indiana National Guard for sev- 


ral years and had charge of feeding 
ay men. George can cook. He under- 

vands the importance of a mixer in 
> Co he home and can show a woman how 
4 “Me can use it every day, over the 
r St. 


ln The Farmer's Back Yard 


HE traveling kitchen of the 
Idaho Power Company has had 
excellent results in selling the idea of 
llectric cookery to farm housewives 
ty making the visit to each neighbor- 
0d a personal social event. The 
stem is to request permission to 
dark the trailer in the backyard of 


ust off Mme farm home when harvest is not 
attrac: anderway at the moment. Of course, 

a farm is selected which offers ade- 
"7 Low uate space and pleasant surroundings, 


's owner being a person of social 
tanding in the community. Invita- 
tions are then sent out to local house- 
vives to visit the exhibit of electrical 
‘ppliances on the day of the event. 


ok ‘the family in whose yard the coach is 
tarked of course takes a proprietary 

T nterest in the occasion and frequently 
selis, Mies. the list of housewives by 
Witing personal friends. The coach 

; irives up a little in advance of the 
DA’ ocasion and is carefully leveled. The 


A special mixer display table concentrates attention at Wolever Electric Co. 


stove, making gravies, white sauce, 
mashed potatoes and the like. The 
women that come in the Wolever Elec- 
tric Company are the type that have 
leisure, yet do their own housework. 
When they learn the everyday impor- 
tance of a mixer, they buy. That’s all 
there is to it.” 

The display at Wolever Electric is 
always on the table with all the attach- 
ments surrounding the two makes 
carried, Hamilton-Beach and Kitchen- 
Maid. Thus the eyes of prospects 
acquaint themselves with the fact that 
there are attachments for mixers and 
the Wolevers do no fishing of stuff out 
from under the table. 


A typical group of housewives pose outside Idaho Power's traveling kitchen. 


power company rigs up a temporary 
connection with the transformer at 
the nearest pole and connects up range 
and other appliances. The complete 
electrical kitchen is then used for a 
demonstration, an event which is 
thoroughly enjoyed by those attend- 
ing. The class usually lasts about an 
hour and a half. The occasion is al- 
ways an informal social event, with 
questions asked and advice given back 
and forth between present electric 
owners and those who look forward 
some day to having such appliances. 
The home service demonstrator is al- 
ways in control of the discussion, of 
course, and directs the comments into 
the proper channels, supplementing 
information where needed. Refresh- 
ments are always served. Each such 
meeting develops a number of genuine 
prospects and builds up the good will 
among those who are already users of 
electrical equipment. During 1940 the 
coach made 65 stands of this sort, 
with 524 ranch wives in attendance. 
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@STEAM HEAT! 
PORTABLE HEAT 


SUBSTITUTE ALLOY FO 
NICKEL-CHROME RESISTANCE WIRE 


WILBUR B. DRIVER CO. 
NEWARK, NEW JERSEY 
bi Manufacturers of ““TOPHET" the Nickel-Chrome 


PAGE 65 


| your Hottest Appliance for a 
7 RE ASON: priorities will curtail Sales 
many other Standard Appliance \tems! 
REASON: ccarcties are making Public 
Hesitant. about ather Types. of Space Heaters! 
RE ASON: Peorle want 2 Heat Booster 
protect Them against Heat Shortage 
RE ASON: Electresteet will be hacked hy 
~ @" eytensive National 
| ae gor Data ond prices, Write 
FW ELECTRIC STEAM RADIATOR CORP. 
SED * pepT. EM, 6188 y2th ST- 
cont peTRO'T, MICHIGAN 


Building A Business 
| Around Cleaners H E R E TO 4 U Y 


Parts, Service & Accessories Af 


|} prospect as soon as possible in his 


work. This is not difficult since 80 UNDISPLAYED RATE: DISPLAYED RATE: \ 
| 
|} per cent of his prospects are already $1.00 per line er rasertion ae $12.25 per inch per insertion. Contract 
‘ charge $4.00. (First line in sma ( a 
owners of vacuum cleaners and sith- face type.) Fractions of a line count neh 
ix a line, Discount of 10% if full pay- is measured vertically on one 
pry Want to compare the old with the ment is made in advance for 4 con column. There are 4 columns—4g 
new He is \y erv. careful never te secutive insertions of undisplayed ads. inches to a page.) 


ridicule the machine they own and 
never mentions competition if he can 
help it. The firm sells both the tank 
and feeder type sweeper and carries | RUBBER UPHOLSTERED 


all of the fast moving popular brands i ND 

t 

on the floor, A 
Husband and wife sales are most TRUCKS 


common as most of the deals are SAFEGUARD 
| closed j » homes 
Closed in the hows Your Profits! 
Use ORANGEVILLE 
TRUCKS fer han- 


0P 


ALTER SERVICE IS PROMP 
—and we have everything you need jj 
AIR CONDITIONING 
and REFRIGERATIO 
PARTS and SUPPLIES 


Sells 1 000 U nits ranges, radios, kitchen cabinets. ete. Only truck js 


with patented quick change ratchet nose. Com- THE HARRY ALTER co. 


pletely rubber upholstered throughout. Several 


rhe store will sell around a thou- pgp sizes. Descriptive circular and prices 1728 S. Michigan Ave., Chicago, | 
on reques 
« gps TH, WwW 
sand cleaners a year as a result of its ORANGEVILLE MFG. CO. NEw YORK PHILADELPHIA BRON TAWA ACI 
activities and Mr Light feels that | Manufacturers complete line of Floor Trucks NEWARK DETROIT CLEVELAND ST. LOU} 


Orangeville (Col. Co.) Penna. 


A Major Improvement in it is largely due to 


his creating the | 


Attachment Plugs . . . impression that the firm is vacuum | TRUCKS FREE! °°" FRE 
‘le or he Catal 
% NO MORE BARE WIRE cleaner headquarters, that this is done. ate = FOR HANDLING ALL Washing Machine a Re, Parts 
*% NO MORE SHORT CIRCUITS However, he has been selling cleaners | RS Save money by ordering all your suppli 
* EASY TO ATTACH in South Bend for some fifteen vears a REFRIGERATO from one ependable — 
*% SAFER FOR PUBLIC USE a as a HOST OF Users WhO five 1m | "we =z and MIDWEST APPLIANCE veers CO. 
© Ne. 102 BALANCE TRUCK 2722 W. Division St. Chicago, | 
starte siness as a res “Ht Lifts and 
Plug Story ot what happens to virtually every CASTER X-75 TRUCK 
salesman,” he relates. “I worked for 50 SPECIALTIES 
- - . ane 
‘WATERBURY BUTTON a years tor another firm in i, Coens 
Established 1812 South Bend and was doing verv well. igorators 
| However, apparently | had reached Grove Buch Electric Mangle Roll Pads and Covers 
WATERBURY CONNECTICUT he ili li 1 with thick layer of cotton stitched Vacuum Cleaner Bags, Ironing Board pa 
ome mg and was income. 5122 and covers, washer and ironer covers, 0 
That is a danger signal for a sales- : . Textile Specialty Co., W. 54th, Cleveland 
T . SELF-LIFTING PIANO TRUCK CO. FINDLAY, OHIO 
man. There should be no top to his 


income. So, I got into business for 


myself as a result. Six vears ago | 


ay 
got this old building which was unoc- SEARCHLIGHT SECTION 
cupied and very dirty and started out. (Classified Advertising) 
secause wishe d to associate with “OPPORTUNITIES : BUSINESS 
men who were going places I devised See June Issue for Advertising Rates 
t form of incorporation which permits 


every salesman who comes with us to 


invest in stock in the company and 
this gives him an income in propor- “~ ‘ 
tion to his earning power. We have 
a small drawing account and take the PLUG INTO BIGGER PROFITS | 
rest of the profit in dividends. When 


a salesman leaves, of course he turns with Vacuum Cleaners Re-Nu-Va 


by MILBERN 


@ Milbern’s low-priced sales builders 
keep your customers coming back because 
they are kept satisfied. Kickbacks and 
headaches are out; you keep your profits. 


@ Promotes Healthy Gums... 


hecame apparent that a great 
@ Guords agoinst Gingivitis, Pyorrhea . . 


any men are not fitted to do everv- 


Cleans Teeth by Correct Scientific Method jn store. For example, in the All leading brands . . . verfectly rebuilt 
NATIONALLY ADVERTISED — fiell of knowing about appliances, I from — — pol Once sold 
i ilbe -Nu- Vat customers 

Soturdey E Post... Esquire... have discovered th s better with a Milbern Re-Nu-vated, ¢ 
Sotundoy | vening a squire New ve discovered that it is better to | stay sold! . . . write for interesting price 


have specialists who know all about 
NATIONALLY ACCEPTED schedule. 


Used daily by enthusiastic THOUSANDS 7 held than to spread — far. | MILBERN VACUUM CLEANER C0. 


Recommended and used by leading DENTISTS took vacuum cleaners for myself "Recreat~« af Vacuum Cleaners” 


je. } Te - » Sold in the Notion’s aml we have since departmentalized 241 W. 23rd Street New York City 


IMPROVED / tf, the store into the sweeper, General 


Electric and washer sides. | Incident- 


5 ally we carry adow s and | DATENT IDEAS 
Washers, Simplex ironers and GE ER 
itchen equipment. } {prot Submit the NAME you wish to Register with 
In addition to Mr. and Mrs. Light, | OPPORTUNITIES MENT: 
UNDERWRITERS APPROVED among the lads that operate the busi- OFFERED—WANTED fo 7-H POLACHEK ©) KARR) 
Complete with ample cord, switch, detachable lorve Selling Agencies—Sales Executives ast I 
soft rubber gum massager and toothbrush ne are Norvel Goldstone, 1234 new “aT 3 sti 
Housed in ivory colored case. A-C current Murow ski, H. B. Hamblen, W. B. oa 
end | Edwards, and G. D. Kessler and wii 
M J ards, ¢ *sSier and e. | 
Gum Massagers in 5 colors each. : OPPORTUNITY OFFERED OPPORTUNITY WANTED Wrire 
Write for Details ond Prices \s heads of their own business they OF o 
get down at 7:30 and work long) NATIONAL DISTRIBUTOR has several ter MANUFACTURERS AGENT covering Flor 
ritories available for aggressive salesmen desires following lines: Air oner 
ELECTRIC MOTOR CORPORATION hour Ss. —W hy shouldn t thev its for selling washing machine parts for all ashen 
1205 Stote Street 4 Racine, Wisconsin thei wn busine makes SW-598, Electrical Merchandising, | Address RA-599, Electrical Merchadis 
20 N. Mic higen Ave., Chicago, Il $30 W. 42nd St., New York, N. 
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CLEANING 
EFFICIENCY 


{we VOLUNTEER 
Ning’? PROVE THAT 


\TIO THE NEW 
Cy Typ 


CO. 
ACUUM CLEANER 


licago, | 
WITH 


VEST, SOUT 
FREE 9 SPEED 
CONTROL 


rou need jy 


NX JAMAIC 
D ST. 


vices! AND POWERFUL 
ARTS CO DUAL SUCTION FANS 
Chicago, | 


IS THE 


PROFIT 


nd Covers i \ M A K FE R 
|YOU WANT 
Cleveland TO 


SELL 


\DILLAC ADVERTISING 
CKED BY CADILLAC SUPREME 

WALITY, WILL MUSTER AN ARMY 
BUYERS FOR YOU 


| 


to Registre 
¢ mventon fo | 


NACE 


WITH EFFECTIVE CLEANING ATTACH- 
MENTS IN THE CONVENIENT CADILLAC 
KARRY-KIT—THE RETAIL SELLING PRICE 
IS 


omy $59.95 


WRITE TODAY FOR COMPLETE DETAILS 
OF OUR SELLING PLAN 


onx- AT 3157) 


Flor 


| of 


Frigidaire For Windsors 


The latest in home appliances intrigues 
those famous householders, the Duke and 


Duchess of Windsor. Experts on style 
both, they are shown looking over the 
latest Frigidaire. Refrigeration is impor- 
tant in the Bahamas and the Governor's 
mansion is equipped with Frigidaire. 


Gertrude Smith, 
Laundry Expert, Dies 


NEW YORK—Gertrude L. Smith, laun- 
dry specialist of the Woman's Home 
Companion, died suddenly on August 17 
after undergoing an operation. She was 
a graduate of Radcliffe College, where 
she majored in chemistry. 

She served five years as chemist with 
one of the foremost soap manufacturers, 
during which time she conducted research 
and made investigations having to do with 
laundry problems and the use of soap. 
This work culminated in a series of book- 


lets on stain removal, textile fibers, the 
family wash and fine fabrics. 

This was followed by four years as 
laundry specialist for Delineator. 

For the past six years Miss Smith 
served in the capacity of laundry spe- 
cialist for the Woman's Home Com- 


panion, where she worked on all phases 
of the laundering subject. 


PREMIER 


The Premier Division of the Electric 
Vaccum Cleaner Co., Inc., Cleveland, 
Ohio, recently announced the appointment 
Wood-Alexander & Company, 555 
Asylum Street, Hartford, Conn., as sole 
distributor of Premier vacuum " cleaners 
in the entire state of Connecticut as well 
as Hampden, Hampshire and Franklin 
counties in Massachusetts. 


New Eureka Kit 


This new Eureka service kit was intro- 
duced this month. It provides in one 
complete package all the fast-moving 
vital service parts needed in repairing 


Cond tionet vacuum cleaners and is indexed for 
CLEMENTS MFG. CO. yearly model reference. The dealer's 
or 6660. Narragansett Ave., Chicago, Ill investment in this kit is only $9.95. 
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5 RANGE | BUY MUST HAVE 
THE TWO-WA) WO-WAY SAVING OF 


CHROMALOX 


UNITS 


TWO-UNITS-IN-ONE gives selec- 
tive cooking areas to fit smal/ as 
well as large utensils. No wasted 
heat, and a constantly mounting 
saving that has probably helped 
sell more electric ranges than any 
other single feature. 


FAR GREATER CONTACT 
AREA than any other metal-encased 
unit—up to 250%, greater. This 
means more economy, because con- 
tact cooking is lowest cost cooking. 
It also means smooth, even “black- 
heat" cooking, which cooks food the 
way cooking authorities recommend. 


. 


DEALERS—THE NEW CHROMALOX 7-HEAT UNITS ARE A HIT EVERYWHERE 


They have every big Chromalox feature, and then some! 
put pep into every range sales drive. 
want—sell ranges equipped with these units. 


They 
Give prospects what they 
Use them for re- 


placement, too—they fit all ranges. 


EDWIN L. WIEGAND CO., 7525 Thomas Blvd., Pittsburgh, Pa. 
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Electrical Trade 


in War Time Britain 


LECTRICAL Trading and 
Radio Marketing” is an Eng- 
lish publication roughly equi- 
valent to ELectricAL MERCHANDIS- 
ING. The latest copy, the issue for 
July, which comes to us, presents a 
picture of at least some of the things 
that the electrical trade in England is 
up against, and what two years of war 
have done to the electrical business. 
One interesting activity brought 
about by bombings is laundering for 
bombed out families. Home laundry 
equipment is mounted in a truck that 
is taken into blitzed areas. This 
valuable contribution to public welfare 
was conceived by the English mak- 
ers of Rinso, who had two large vans 
which were originally planned for 
Rinso demenstrations. The firm saw 
the need for emergency clothes wash- 
ing facilities in blitzed areas and had 
the trucks modified to give the maxi- 
um possible amount of washing facil- 


ity for families. Other firms have 
joined in this admirable movement 
and a national fleet of twenty-five 


trucks so equipped is planned. 

The truck carries a supply of 250 
gal. of water, and the current for 
peration is generated from a dynamo 
driven from the truck motor. The 
trucks are equipped with two hot 
water heaters; two large size Hot- 
point washers; two sinks; a drying 
cupboard; and several electric irons. 
People are asked to bring in bundles 
f twelve to fifteen articles each to be 
washed After washing, the clothes 
ironed at center if one 
is available electric service, 
otherwise the bundles are returned 


may be a rest 


with 


to the owners as they come from the 
wringer. One of these units will 
lo a washing for forty families in an 


staffed 
Rinso wash- 
laboratories, and a 
woman driver, mechanic and electri- 
‘ian. The service is entirely free. 
Another war activity is the 
“Kitchen Front Club.” Home service 
women from the utilities hold meet- 
ings much like our own home service 
meetings, except that the subject is 
thiefly how to make the best use of 
food rations and how to conserve elec- 
tricity in cooking. These take place 


Each unit is 
women from the 
testing 


average day 
by three 
ing and 


chiefly in showrooms of the supply 
companies—supply company _ being 
English for utility. 

A boom in the demand for what 
we call hotplates and the English 
call boiling plates, is directly due to 
the bombings. Gas supply has been 
interrupted for longer periods than 
the supply of electricity. In some 
places where active bombings have 
occurred, gas supplies have remained 
lacking for weeks, whereas electricity 
failed only a day or two, if at all. In 
some parts of the City of Coventry, 
electricity supply was maintained 
right through the terrific raid of No- 
vember 14, so the small hotplate and 
electric tea kettle are doing a valiant 
job in providing warm food and 
drink in areas that are taking punish- 
ment. They are made of heavy gauge 
steel and cast iron finished in vitreous 


enamel, up to about 1750 watts ca- | 
pacity. They can also be used as a | 
heater. At present the limitation of | 


supply does not apply to these prod- 
ucts, their essential character evi- 
dently having been demonstrated. A 
large number of the English appliance 
manufacturers are making these boil- 
ing plates, but deliveries are anywhere 
from two to eight weeks. 

Another interesting development in 
heating devices are electric irons with 
vitreous enamel finish. 

People with electric refrigerators 
are, it seems, having difficulties get- 
ting service. There is a shortage of 
trained men, and replacement parts 
are running out. The manufacturers 
are not permitted to manufacture re- 
frigerators or parts, and for service 
are working entirely on existing stock. 
They are having difficulty also in get- 
ting Freon and other gases which are 
imported. There is also a high de- 


mand for second hand refrigerators. 
This demand is so great that the | 


prices for used refrigerators are higher 
than the value of the refrigerator when 
new. Old 3 cu.ft. boxes are being 
offered and bought at £40; the price 
of one new was about £30. 
Altogether, this interesting, well 
edited, well printed publication of 70 
pages, is a heartening example of the 
way the British are carrying on and 


their capacity to take it. 


“NO, NO, HARVEY! THAT'S NOT THE BRAND OF SALES PRESSURE | WANT!" 
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The Merchandising Month 8y L. E. Moffatt 

Top Quality Selling 

You Might as Well Sell The Best By Laurence Wray... 
The Sugar on Your Bread and Butter By Tom F. Blackburn 


Tax Discrimination ...................... 


Proposed excise selects electric ranges and water heaters for tax, 
exempts gas equipment. 


Sewing Machines are in the Appliance Family 
They make living more pleasant, save money, and run by electricitv. 


They are Pushing Ironers By Clotide Grunsky 


Some ideas used by dealers who promoted ironers in territories where 
the other three major appliances were getting most of the play. 


Why Washers Now? 8y John M. Wicht 


Pertinent facts to prove the case of the electric washing machine. 


Ideas 


Who Says it's a Man's Game 


Gaye Hamilton tells of her success as a manufacturer's representa- 
tive by knowing the woman's viewpoint. 


Building Business Around Cleaners 


A big display, sure-fire service, expert demonstrations and low-pres- 
sure selling do the trick for the Light Co., South Bend, Ind. 


New Orleans Utility Campaigns to Sell Washers 


Home laundry promotes load building by-products. 
Cop Beats 200 Housewives By Mary Shoop.............. 
L. A. cop shows the women a few tricks in cake baking with an 


electric range. 


From Butcher Boy to Quota Buster ................ 
C. E. Wildberger sells refrigerators with his knowledge of meats. 


Rehearsal for Selling. 


Washington Water Power Company has worked out a unique sales 
training program. 


New Merchandise 8y Anna A. Noone 
News 

Lighting News. 

New Positions ... 


West Coast News 


TESTED 
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SEPTEMBER, 


ANNA A. NOONE, Home Appliance Edito, 
MARGUERITE COOK, Market Analys 
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